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ORDER FROM YOUR DISTRIBUTOR 


ATLANTA 
Melvin S. Roos 


BALTIMORE 
William‘s Corp. 
BOSTON 
Eastern Displays, Inc. 


BUFFALO 
Samuel C. Dutch & Son 


CHICAGO 
Hecht Fixture Co. 


CINCINNATI 
General Display Corp. 


CLEVELAND 


Pribil Display & Sup. Co. 


DENVER 
Walter W. Martin 


ROIT 


DET 
The Art Products Mfg. Co. 


KANSAS CITY 
National Equip. Co. 


LOS ANGELES 
Grossman & Silvers, Inc. 

























MIAMI 
Samuel C. Dutch & Son 
MINNEAPOLIS 
L. E. Hier Display Equip. Co. 
NEW ORLEANS 
Gulf States Display 
PHILADELPHIA 
Naythons Display Fix. Co. 
PITTSBURGH 
DeWeese Display Equip. Co. 
PORTLAND 
Northwest Display Equip. 
ST. LOUIS 
Midwest Display Equip. Corp. 
SAN FRANCISCO 
Kehoe Disp. Fixture Co, 
MONTREAL 
Miller’s Display Fix., Reg‘d 
HONOLULU 
Bader and Co., Hawaii 
NEW YORK 
43-51 West 36th St. 


apa) F< Nation- Wide 
mS Dishlay Service 
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TRI-PURPOSE SLACK SET FORM 


Unquestionably the ultimate in economical usefulness. Leg 
and Bust Section constructed of lightweight papier-mache. 
HEAD (A)—Usable on any standard coat form. Made of 
genuine "Latex" rubber. BUST (B)—Covered in flesh-toned 
Casom-Ingress paper. Makes an ideal shirt or coat form. 


LEG SECTION (C)—Covered with fine grade grey jersey. 


An ideal forrn for trouser displays. 
$17.95 Each *23.90 
With Head 


Without Head 
NOTE: Choice of head styles described below. When 
ordering with head, specify number of model desired. 


NEW *Rubberite HEADS 
With Extended Enameled Dickey 


Easily slipped over the neck of any standard coat or shirt 
form. Converts jersey or paper covered models into perfect 
displayers for sport shirts, V neck sweaters, etc. Made of 
genuine "LATEX" rubber—hence, practically indestructible. 
Expertly finished. Fit 7%" hats. 


Choice of *5.95 Models 


Each 


*Made with genuine 
Latex Rubber 


No.FI7S4 * 
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THANKS A MILLION! 


We appreciate beyond words your visit to our exhibit and plant 
during the recent 44th Annual |.A.D.M. Convention in Chicago. 
Your interest, kind words and patronage have certainly made this, 
our 10th Anniversary, an event never to be forgotten. We will try 
harder than ever to be of practical, loyal and helpful service. 


Se a ill. 
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© WALT DISNEY PRODUCTIONS 


, WALT DISNEY’S NEW SHOW INTERPRETED BY STENSGAARD FOR CHRISTMAS 
“| think the display very high-class and action very “Very Good! We'll take it." “One can only appreciate the thought and ingenuity 
pleasing.” behind your product after they have visited your 
(bg YU « 4 most interesting plant and enjoyed such courteous 
/ ~w hospitality.” 


Emporium 

The May Compeny St. Paul, Minnesota ark Feeed 
Denver, Colorado e 
‘ 9 
“Never have | seen anything so imaginative—cyet 





“Tops under the Big Top." practical.” Chelasinn Week 
4 * 
ff figretk (che ae an 
Gus Blass Company “The best Christmas promotion ever offered." 
Little Rock, Arkansas The Fair 
° Chicago, IIlinois 
+ : 
“It's the best ever.” ; ; tA) 
“Barnum had nothing on you, Bill. For Showmanship we 


r . : ” 1 . K 
A ranch. (6 a Dumbo is simply great! ee toe 
The May Company y my ° 
Cleveland, Oh ‘i ‘ ‘ , Fe 
wae ” Ka Barnum and Bailey has nothing on this show. 
tA, s 


& 
“Cleverest yet. Workmanship superb.” — Bend, Indiana oe Q 
hall fou ur “Most clever display in mechanical action I've ever + 
John A. Brown Company seen." Jordan Marsh Company 
Oklahoma City, Oklahoma . Boston, Massachusetts 
¢ KS te ee a . 
“I think it's great!" “Very original and interesting. Done with careful 


W. Lewis & Company 


AE deNe S a Ilinois 
The Liberty House “Great'—the best word in the English language C : € C5 _—— 


detail and workmanship.” 


Honolulu, Hawaii 











for it." 
H. & S. Pogue Company 
“Extra fine—"' F Cincinnati, Ohio 
“_ S 
M. L. Parker Company “Wonderful set-up. We plan to do a good job 
Davenport, lowa ‘ oa 
with Dumbo. 
a = City, Utah + 
e “Only one word to Wy) segs P12 
ope ; ‘ ” B Lik» 24 
It's a knockout. Best I've seen. ) p 
Kary gE a lt Wocbockot C. E. Chappell & Sons 
: Wisconsin Public Service Corp. ee New York 
The May Company Green Bay, Wisconsin 
Baltimore, Maryland 
a e “A Great wage 
pete “The best yet, Bill."’ 
It's Swell." ae | ’ / yz 
~\\ aes 
Iveys The Leader The M. O Neil Company 
Charlotte, North Carolina Minneapolis, Minnesota Akron, Ohio 








Exclusive to one store in each city — Reserve DUMBO Today! 


© w. 0. F. 











BY A STENSGAARD PHOTOGRAPHER DURING THE 
@ 44th 1.A.D.M. CONVENTION ..... Write for It! 


REE THIS 8-PAGE TABLOID OF CANDID PHOTOS TAKEN 


THIS AD AND ALL DUMBO DESIGNS © WALT DISNEY PRODUCTIONS © DUMBO DISPLAY PROMOTIONS EXCLUSIVELY BY 


W. L. STENSGAARD & ASSOCIATES, INC. 


OAKLAND CHICAGO NEW YORK 
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THE COVER 


Harry Richman, Bloomingdale's, New York City, 
is responsible for this “back-to-the-land" display. 
The white cow is of papier mache, with a glazed 
finish on which is painted an arrangement of multi- 
colored flowers. The background was planking, 
painted white, as was the inclined section of a roof. 
Adjoining windows carried out the rural theme also 
—elegant geese with a tub of water nearby, pigs 
at a feeding trough, and hens descending from 
their nests. . . . (Photograph by courtesy of Virginia 
Roehl Studios, New York City.) 


OUR NEXT ISSUE 


One of the most interesting addresses given at the 
Chicago convention of the International Association 
of Display Men was by George Bailey, field super- 
visor, Sears, Roebuck & Co. It will be published 
in full in the August issue, along with a thought- 
provoking article on the proper use of signs in re- 
tailing, by Franklin Lamb of the Printasign Corpora- 
tion. . . . There will be timely articles, photographs 
and drawings covering fall displays of all types— 
altogether, the August issue will be extremely help- 
ful as well as interesting. 


194! 


"The interior program and the sign pro- 
gram is made the important issue for 
1941 in planning, organization, personnel, 
equipment and working space, along with 
proper training of the selling personnel, 
in the proper care for displays and signs 
in their departments, and a good, down-to- 
earth talking to on housekeeping through- 
out all departments of the store.''"—Louis 
A. Banks, The Hecht Company, Washing- 
ton. 
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As a matter of fact, it’s a Cora Scovil manikin’s world 
... in her new temporary showroom at the Hotel Penn= . 
sylvania... beginning July 8th. Here a distinguished 
aggregation of manikins of both sexes, all ages and 
every description are gathered for Fall presentation. 
Each one is a minor masterpiece of original design, 
distinctive styling and impeccable modelling ... pro- 
duced by an integrated group of creative personalities 
long established under this same aegis. We believe 
we've out=Scovil=ed even ourselves, with the result 
that you will find here an answer to your most diver- 
gent manikin needs... and a concrete prophecy of 


what the fashion future holds in the world of display. 





All models ready 
for 


, /. Pd: 
Immeatale delivery 
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AA4th l.A.D.M. Convention 
Outstanding Success 


. . » McCann Reelected For Third Term . . . More Than 1,500 Regis- 


trations 


Financial Condition Of Association Best 


In Years . . . St. Louis Selected For !942... 


The 1941 convention of the International 
Association of Display Men, held at the 
Hotel Sherman, Chicago, June 23-26, will 
undoubtedly go down in history as one of 
the most outstanding in the organization's 
forty-four vears of existence. Two things 
in particular stand out as indications of the 
nature of the meeting: a total registration of 
1,527, including exhibitors and members of 
the Ladies’ Auxiliary, and cash assets for 
the I. A. D. M. of approximately $11,854 
after all are deducted. 

An excellent educational and entertain- 
ment program was provided by the Chicago 
Display Sales Promotion Club, host to the 
convention, and the delegates showed their 
appreciation by turning out in numbers for 


expenses 


the sessions. 

Joe McCann, S. Kann 
Washington, was reelected president of the 
group for a third term at the business meet- 
ing on Wednesday. The executive group of 
the association also showed its appreciation 
of the work done by John King, managing 
director, during the past vear by voting him 
a bonus of $500. 

Practically all of the sixty-odd exhibitors 
reported plenty of orders taken during the 
convention, due to the large attendance and 
the wealth of display materials and equip- 
ment shown. 

Competition was keen for the 1942 conven- 
tion city, with St. Louis finally winning out 
Cincinnati and New York 


Sons Company, 


over bids from 
City. 

As usual, a few delegates arrived in Chi- 
cago as early as Saturday evening, June 21, 
but registration did not start until the fol- 


lowing day. But by the time for the cock- 


tail party given by the Chicago club Sunday 
night the hotel was rapidly filling up. An 
excellent floor show and plenty of hospital- 
ity set the pace for other entertainment to 
come during the week. 

A fine audience turned out for the opening 
session on Monday morning. By actual 
count, 473 were present when Carl Haecker, 
Montgomery Ward & Co., Chicago, opened 
the meeting. Haecker, as chairman for the 
morning, introduced Rev. Ernest Lynn Wal- 
dort, Bishop of the Methodist Church, who 
gave the invocation. Joe McCann, president 
of the I. A. D. M., then an indication 
as to the financial status of the association 
by announcing that, at his suggestion, the 
board of had voted to purchase 
$5,000 worth of government bonds as a “nest 
egg.” 

Haecker introduced 
Roebuck & Co., 
as convention chairman, Ray Parks, Leavitt 
Stores Corporation, first 
the I. A. D. M., and 
president of the Chicago club and display 
director for Republic Stores. The latter wel- 


gave 


directors 


William C. Cahill, 
Sears Chicago, who served 
vice-president ot 


George Hermanson, 


—Participants in the "Display Information Quiz” 
on Wednesday afternoon: left to right, Doris 
Kent, Russek's; A. Krebs, script director; Jack 
Pollari, Madigan's; John T. Chord, Marshall Field 
& Co.; Jerry Pizer, De Mets Stores; E. J. Berg, 
Durable Displays, Inc.; Carl V. Haecker, Mont- 
gomery Ward & Co., master of ceremonies; Rob- 
ert O. Johnson, Commonwealth Edison Company; 
W. C. Bowen, The Hub; Les Barofsky, Morris B. 
Sachs; John Courtney, Sears, Roebuck & Co.; 
J. W. Campbell, Carson Pirie Scott & Co.; 
Eleanor Gullett, Spaulding-Gorham— 


PLILI t a 
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comed the delegates on behalf of the Chi- 
cago group. 

Edward J. 
the 
departed 
the city” 
resentatives on such occasions. 
electrified his hearers by a 
speech on the creed of Americanism and its 
meaning in a troubled world. After a scath- 
ing criticism of Hitler, he said: “We must 
must 


Kelly, mayor of Chicago, gave 


audience a pleasant surprise when he 
from the customary 
talk usually offered by civic rep- 


Instead, he 


“freedom of 


short, stirring 


have courage in these times; we have 
the their 
We keep in mind one creed 
icanism. Have faith in your 
the flag.” Mayor Kelly 
standing ovation at the close of his talk. 
field 
Chicago, 


men with courage of convictions 


must \mer 
country, and 


follow Was given a 


George Bailey, Sears, 
Roebuck & Co., 
speaker, choosing as a topic: 
Market.” 


between 


supervisor, 
was the 
“Acres of Dia 
Today's He 
interesting parallel the 
sought in far places for diamonds, only to 


next 
monds in drew an 
man who 
have them discovered later on his own prop- 
erty, and merchants who either neglect dis- 
play or do not understand its functions and 
sO Miss Opportunities to increase sales. “Too 
and stores can be 


many too 


charged with gross negligence in getting the 


men many 
most out of their selling space,” Bailey said. 
“Display, or merchandise presentation, is as 
important as inventory control, buying, or 
other function of But 
we must clear up the impression some mer- 
the duties of 
about display as a 


any merchandising 


chants have of displaymen. 
Let’s forget 
art—it’s a part of the job of selling mer- 
chandise; the sooner we start thinking in 


terms, the better.” In speaking of 


decorative 


those 


4 





—At the cocktail party Sunday night; left photo- 
graph, right to left, Joe McCann, president, 
1. A. D. M.; Mrs. Joe Chadwick; E. J. Berg, Dur- 
able Displays, Inc.; Mrs. Berg; Jo2 Chadwick 
(standing); Richard A. Sta‘nes, Vandever Dry 
Goods Company, Tulsa, ond treasurer of the 
associat’on; Mrs. Staines; R. C. Kash, editor, 
DISPLAY WORLD; Mrs. McCann; Graham Wat- 
ers; Erwin A. Hiffman, Hiffman Display Service, 
St. Louis, ond chairman of the board of direc- 
tors, |. A. D. M.; Mrs. Vogt. . . . Right photo- 
grapt—most of the displaymen shown at this 
table are from Salt Lake City; they made the 
trip by car. Pictured are Carl Shank, W. P. 
Hansen, J. H. Evans, Jr., N. J. Cotterell, Rannie 
Meson, Jerry Rae, Bernie Jacobs, Al Halverson, 


Bell Wilson, and Howard Lish— 


the importance of intericr display, Bailey 
said: “Window display will always play an 
important part in display, but it is only one 
of the important duties of a display execu- 
tive. Just out of curiosity one time, a mer 
chant asked an outdoor advertising company 
how much they would pay for twenty bill 
boards down the center aisle of his promi- 
nent store—and the company offered $1,000 
a month. That should give us something 
to think about when we stop to consider 
interior display value. Don't neglect it.” 
The speaker concluded by saying that no 


people in retailing have a better opportunity 
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for learning merchandising in all its phases 
as the displayman, and that the way he takes 
advantage of this opportunity determines 
his future. (Bailey's talk will appear in 
full in the August issue.) 

Haecker then introduced George D. Gaw, 
president, Color Research Institute, Chicago, 
who discussed “Color and Human Nature.” 
“A human being is a highly emotional crea- 
ture,” he said; “for every single act made 
through cold reason, there are twenty or 
more done from emotional urges. And the 


—Another cocktail party group. Left to right, 
J. W. Campbell, Carson Pirie Scott & Co., Chi- 
cago; Sandra, of Sandra Displays, Chicago; 
Wanda Roch; Virginia Harvey; Fred Kuehn, F. A. 
Kuehn & Co., Chicago; John L. King, managing 
director, |. A. D. M.; Mrs. King; J. D. Williams, 
The Ray Schools, Chicago; Gordon Brauer, 
Washington Shirt Company, Chicago, and Mrs. 
Braver. . . . On board the "City of Grand 
Rapids,"’ Phil Goldberg, Schack Art Flower Com- 
pany, is scated in the central foreground; next is 
Mrs. Goldberg, then Gordon Brauer and Mrs. 
Braver; Harold Wilson, Horder's, Chicago; Mrs. 
Jack Pollari, and Jack Pollari, of Madigan's, Chi- 
cago. Standing, at the upper right, J. W. 
Campbell, of Carson's, and Dorothy Lynch, 
Cleveland, pose while Fred Kuehn (next to 
Campbell) gets a great kick out of the whole 
thing— 
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effect of color on the emotions is vast. Yor 
can almost control the kind of attention you 
want if you know how to use color.” Gay 
went on to describe experiments he had con 
ducted with color and human reaction. “Fo: 
example,” he said, “while vellow is the most 
visible color in the spectrum, pink will get 
more action than any other tint when used 
in catalogues, circulars, and the like. Als: 
a single color does not give the ‘lift’ that a 
mixture gives.” 

Henry Harringer, executive director of th 
Color Research Institute, then outlined, as 
well as possible under the circumstances, th 
complexities of the Ostwald color theory. 

Following a luncheon, John T. Chord, 
manager of interior display for Marshall 
Field & Co., Chicago, took over the duties 
of the chair. He introduced Gene Flack 
trades relations counsel for Loose-Wiles 
Biscuit Company, New York City. A crowd 
estimated at more than 600 responded heart 
ily to the humor with which Flack enliv 
ened his talk. On the serious side, Flack 
told his audience: “Prosperity is here right 
now. We are in for the biggest boom this 
country has ever seen. Our job is to get 
as many of these billions cf dollars as we 
possibly can.” On the subject of display it 
self, Flack said: “The Loose-Wiles com 
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pany recognizes the fact that display is the 
biggest factor in making sales. They use 
ail other forms of advertising, of course, but 
most of the company’s advertising appro- 
priation goes for display. . . . You should 
avoid letting display be ‘static.. Make ftre- 
quent use of changes of display style—re- 
member that your customers can see things 
so trequently that unless they are changed 
from time to time, they simply cease to ‘see’ 
them.” Flack also recommended a form of 
mass display, or the importance of size in 
catching and holding the shopper's eye. 
Other points stressed were the importance of 
color, sound, and light in display. 

The business session ended early in order 
to give the delegates ample time to visit the 
various exhibits. The cruise on Lake 
Michigan, on the steamer “City of Grand 
Rapids,” was well attended Monday night. 

The Tuesday morning meeting opened with 
William Cahill as chairman. He introduced 
Laszlo Gabor, display director for Kaut- 
mann's Department Stores, Pittsburgh, who 
came by plane from Mexico in order to ad- 
dress the convention. Gabor spoke on 
“Modern Display, Modern Displaymen.” 
Aiter tracing the advancement of displaymen 
from the “window trimmer” era, he said, in 
part: “Modern display is associated with 
modern architecture, modern theatre, mod- 
ern art movements. It is also associated 
with all technical advancements such as in 
sound, light, and engineering. But archi- 


tecture is the main factor. . . . Therefore; 


when you use these elements, don’t use them 
playfully or childishly. Put the proper im- 
portance into the background, the idea of 
which is architectural. ... In a word, the 
body and not the clothes should be known 
by the displayman to enable him to create 
the three-dimensional space behind the plate 
glass window so it will distinguish his work 
from the windows of his neighbor.” 
Speaking of research for the displayman, 
Gabor said: “Every town possesses libraries 
[Continued on page 36] 


—No. |, left to right, A. T. Kalasky, C. F. Fadem 
(standing), Harry Fadiman, Ed Osterland, Otis 
Harriman, Mrs. E. J. Hajduk, E. J. Hajduk, Mrs. 
Joseph H. Prebil, Joseph H. Prebil, Phyllis Fish- 
man, and Philip Polomsky. . . . No. 2, sitting, 
Gordon Brauer, Mrs. Braver, Mrs. R. Dowlard, 
Harold Wilson, an unidentified lady, Mrs. Bian- 
chi; standing, Mrs. H. B. Haney, H. B. Haney, 
R. Dowlard, R. Bianchi, Sid Gorman, George 
Hermanson. .. . No. 3, ''Sonny'' Copperman, Lou 
Cohen, Mrs. Cohen, Mrs. N. Silverblatt, Nathan 
Silverblatt. . ... No. 4, Joe McCann, the son 
of W. L. Stensgaard, and C. T. Vetter. . . . No. 
5, Jack Cameron (back to camera), Herbert 
Petsch, William Cahill, convention chairman, and 
Tommy Siefert. . . . No. 6, the one and only 
“Bill Stensgaard. ... No. 7, Marie Vee, Agnes 
McAvoy, and William Cahill. . . . 

No. 8, Clem Bradley and Dick Landolf. . . . 
No. 9, Gene Turner, Mrs. Clarence Melter, Clar- 
ence Melter, and Don Springer. . . . No. 10, 
Clement Kieffer, Jr., demonstrates his theory of 
a dive to Carl Skaer. ... No. II, center, J. J. 
Sullivan, Mrs. Sullivan, Mrs. Clinton Clark, Clin- 
ton Clark, Mrs. E. F. Schild and Mr. Schild (of 
Honolulu), Agnes McAvoy, Marie Vee, Mrs. E. 
Wussow, E. Wussow. . . . No. 12, Mrs. Gordon 
Braver, Harold Wilson, Virginia Haney. . . . No. 
13, Morris Black and Mrs. Black, Bob Kisner, L. A. 
Wagner, Michael Dai and Mrs. Dai, Dorothy 
Lynch, Colin Darragh, Mr. and Mrs. Ed Oster- 
lond.... No. 14, an unidentified gentleman, Joe 

McCann, and Harvey Harmon— 
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The Los Angeles Scene 


By HERB CROSS 


"Dick" Whittington, Photographers, Los Angeles 


Under way once more is that long-awaited 
summer vacation season, a time when Cali- 
fornians begin a general evacuation § of 
men, women, and children from the crowded 
city into the open land and the seashore. 
But it is a voluntary and widespread exodus 
for recreation, rest, and relaxation ... not 
for war and worldly troubles. There are 
many who will follow well-laid plans, who 
know exactly what they’re going to do and 
where they'll go. Others still are “up in 
the air” over the question of how best to 
spend their leisure period. Whether to go 
north, south, east... or to see their own 
state, California. 

Yes, it is peculiarly true that Californians 
are the greatest travelers outside of their 
own state. A common remark would be, 
“IT have lived in Los Angeles all my life 
but have never seen Yosemite.” Yet tourists 
come from over the world to see the great 
variety of attractions here. California’s pop- 
ularity springs from the fact that within 
the area is centered all the things for which 
an American vacation stands. ... recreation, 
scenery, adventure, and new atmosphere. 


Window displays are ideal methods of 


illustrating the paradise of fun and fashion, 
and preach a daily sermon to soon-to-be 


vacationists who measure the success of 


their respite by the recreation they enjoy. 


Simply, yet effectively they tell the story of 


this annual quest for spring and summer 
adventure with the general theme “There 
will be a great amount of pleasure for those 
traveling through the West.” 

Of all West Coast vacation spots, those 
found in Southern California are sure to be 
the favorites, for here “The World's at 
your door.” Such is the theme of the first 
window shown, from Desmond's-Wilshire. 


This showing was one of a series presenting 
sportswear fashions for men. The feature of 
each window was an oil-painted pictorial 
map background. A doorway was con- 
structed to frame the map, with the theme 
“The World’s at your door” inscribed across 
the casing. These paintings delightfully 
illustrated the “worlds” of peace and fun 
which can be found in this section of the 
country. For if a South American atmos- 
phere is desired (or English, Dutch, Arabian, 
or Malayan) all are easily accessible within 
a short drive. The customs which these 
foreign elements have brought with them 











still flourish at carnival and fiesta time 
This fact was illustrated on the backgroun 
maps by paintings of these people in ga 
costume. Summing up this window serie 
the displays presented a man’s complete va 
cation wardrobe, and by observing th: 
splendid maps he could plan a very enjoy 
able and novel holiday. 

Kenneth Helmbold, display director ot 
Nancy’s on Hollywood boulevard, had _ his 
usual humorous sidelight to display wit! 
the millinery window pictured. Claiming 


that the modern lady is more “cagey and 
colorful” with her wearing apparel than 
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ever before, Helmbold placed a woman's 
bust inside a parrot’s cage, while a disgusted- 
looking parrot stood without. The gay 
feathers on the hat quite put the parrot’s 
plumage to shame. The wire cage was 
placed atop a brick wall. The illumination 
was handled with spotlights. 

“Varsity contenders for the lightweight 
crown” is the theme of the next display, 
from Bullock’s, by Display Manager L. J. 
Portia. Presenting men’s lightweight ap- 
parel, Portia constructed in each window ot 
the series a very authentic-looking boxing 
ring. The base of the ring was made of 
sturdy cardboard. A canvas mat was drawn 
tight across the floor by a heavy cord 
stretched through eyelets. The ring post 
was a cardboard tube wrapped in silver foil 
to appear metallic. Connected to the post 
by passing through genuine turnbuckles wert 
three ring “ropes,” made of rubber hose. 


—Upper left, from Desmond's-Wilshire. . . 

Upper right, by Kenneth Helmbold, Nancy's, 
Hollywood. . . . Left, by L. J. Portia, Bullock's. 
. . « (All photographs by courtesy of "Dick'’ 
Whittington, Photographers, Los Angeles) — 
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—Right, by C. E. Tingey, the Eastern Columbia 

department store. . . . Center, by Irwin Wal- 

den, Brooks. . . . Below, by Harvey Pettit, 
J. W. Robinson & Co.— 


Boxing gloves and a corner stool were also 
included. Accessories in the display were 
a jumping rope and a photograph of some 
prominent boxing figures. Across the win- 
dow card, which read “Varsity contenders ' 
for the lightweight crown,” was an imitation i . : a i 
championship belt. The illumination was 
dramatic, a spotlight casting a hard shadow 
of the ring on one wall of the window. In 
the foreground was a typical program from 
one of the local boxing arenas. These dis- 
plays were excellent enough to have the 
theme carried throughout the men’s depart- 
ment of the store. 

“Enjoy cool comfort in a tropical worsted” 
is the theme of the display seen at the top of 
the page. It is from a prominent department 
store, the Eastern Columbia. This concern 





shown featured Arrowhead Springs. The 
store front of Brooks is constructed in a 
“U" shape, consequently as the shopper 
gazed from window to window he could take 
a tour of the nation through these murals. 





Four mannequins are attired for a day in 
a vacation city. Other windows featured 
play clothes. 

With its mighty waterfalls, sheer walls 
and green meadows, Yosemite is truly a 
vacationist’s paradise. The thousands of 
acres of attractions, resplendent with love- 
liness, surpass even the wildest imagination 
So the heavily wooded slopes and rushing 
streams of Yosemite became the theme of 





a group of J. W. Robinson windows by 
Harvey Pettit. Play-clothes, “as colorful 
as mountain wildflowers for a vacation at 
Yosemite” was the feature of one window. 
Genuine props, such as pine trees, pine nee- 
dles, cones and tree bark were used in each 
setting. Rustic furniture was provided for 

— the mannequins. On the background of each 
we display was a colortul photographic en- 
largement of a Yosemite attraction. The 
photo was framed in tree bark 








has several branches, and Display Manager 
C. E. Tingey has the responsibility of direct- 
ing all window display. This presentation 





y from the downtown Los Angeles store is 
S unusually fine from the standpoint of mer- 
S chandising. Without appearing overcrowded, 
n a great selection of merchandise was shown. 
At each side of the window were clever 
t vertical displays handling shirts, ties, and 
handkerchiets. The center of interest was 
Q the mannequin in the background about to 
step into a refrigerator. Atop the refrig- 
f erator was a placard reading “It’s cooler 
g inside a tropical worsted.” 
' We welcome a new establishment, Brooks, 
» to this article with the next vacation win- 
d dow pictured on this page. Brooks, men’s 
- clothiers, has been established in Los An- 
i geles for many years and has many large 
t 


branch stores throughout the territory. Irwin 
Walden is responsible for the planning and 
execution of the window displays for the 
main as well as all branches stores. ‘“Vaca- 
tion in your Nation” is the theme of this 
window. It was one of a series which con- 
tained a color photo-mural of some famous 
\merican scenic highlight. One window 
had the Statue of Liberty, while this one 
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PROMOTIONS 
by Louis Gehring 


Display Designer and Consultant, New York City 


Yarn Simply perfect? The skit 


meth wm color ts. 











JULY, 1961 


|. Our first sketch answers the ro 
call, Present! Perfect! Let it answer like 
wise for 100 per cent attendance anc 
perfection in a school girl's practica 
wardrobe. Create a school atmosphere 
by the use of classroom desks and chairs 
in which are seated smart little manne 


quins. 


2. This typical students’ room lend 
unlimited possibilities for displaying a 
variety of merchandise — from the al 
important wearing apparel to the numer- 


ous other items of a schoolgirl's needs. 


3. A composition pad paper, with its 


blue ruled lines and red marginal line 


makes an interesting background for your 


school wearing apparel. Line drawings 


showing the latest in school fashions with 


clever copy angles, make headline news. 


Merchandise to be displayed should tie 
up with sketches. 








tra 


ed 
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FOR SEPTEMBER 


4. This amusing school display for chil- 





dren's wear will create much_ interest 





especially if the horse and rider are ani- 


mated. pe -—%& 










5. A good way to put across the walue 
and economy of your merchandise is sug- at _— 
gested in this sketch. These cards can ’ ; 
be displayed on the counters and ledges mM Cot hoarse and | 

‘ra. Rarun’ to go 
Jo that little nad school house 


6-9. The following four sketches make For abe hissons ta Rnow- 


, 
ot your store. 














good counter or window units and can ' | f 
be made of fir ply-wood. They are de- 


signed to stimulate interest in the school 








wardrobe. 





10. College or prep suits can be at- 
tractively displayed on goal posts con- 


structed of 2-by-4-inch wood strips, paint- 








ed in white and decorated in local schoo! 





colors. Heavy round discs support the 


posts. 
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anhattan Melange 


The sundry prescriptions tor the days 
“when the living is easy” with which win- 
dow shoppers are being regaled is bound 
to diminish their ranks, for, sooner or later, 
satiated with synthetic scenes of rural life, 
New Yorkers will content themselves with 
nothing less than the Real Thing. Antici- 
pating the inevitable exodus, the display 
gentry have loosed both barrels and no one 
can expect to escape the bombardment. Com- 
paratively unscathed, we can let you see for 
yourself. 

The pace setter was the Bergdorf Good- 
man series by Robert Reilly—inspired by the 
“Young America Paints” art exhibit at the 
Museum of Natural History. An alphabet 


rm oe 


Tg ie i Mie Se 


Saad 
mal 





By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


book supplied the starting point, becoming 
in this instance a “week-end primer.” Re- 
produced is the first one of the group, nat- 
urally enough captioned, “A is tor All—she 
is getting away from it.” In each display 
childlike drawings interpreting the caption 
were employed. They were executed in 
cut-out fashion, on thick composition board. 
“She who couldn’t stand it any longer” is in 
travel dress poised in front of a_ puffing 
locomotive and coal car flagged to a halt, 
oddly enough, by a stop-and-go signal. On 
the other side of the post is a passenger, 
which, for all we know, may be a self-por- 
trait of the artist or what dogs are to Thur- 
ber. On the platform, painted to resemble 


: ie = x 
> Getting we 


planks, appears the caption. The medium 
was water-color in appropriate shades, im 
parting to the windows highly refreshing 
simplicity and a directness quite childlike. 

Going rustic in no uncertain manner, 
James  Gosling’s Franklin 
Simon's promotion of glazed chintz were 
executed with great respect for authenticity. 

A pair of modern “Connecticut colonials” 
are shown (lower illustration on next page) 
seeking refreshment between dances at a 
cider bar, which is complete with jugs, 
glassware and barkeeper, a local boy quite 
dashing in overalls, plaid shirt and necker 
chief. Around the side of the bar is a stall 
from which the head of a cow protrudes 
On the wall opposite is a saddle and in the 
left foreground are the old wooden buckets 
you hear about in song. The entire interior 
of the barn was constructed of real plank- 
ing and the walls’ angles achieved a feeling 
of depth. Hay was used liberally, as seen 
Oil lamps were hung at strategic points to 
complete the rural nature of the setting and 
shingles were used as a backing for the copy 
card, headed: “Connecticut Colonial.” 

No summer in the hinterlands can be re 
garded as complete without a fair and the 
gaiety of such events Saks-Fifth Avenu 
ascribed to its handbags. For their presen- 
tation, Sidney Ring created striking win 
dows cued from the caption, “Swing summer 
from your wrist.” (Upper photograph, page 
13.) <A horizontal platform painted black 
was suspended with chains also painted 
black. On the “seat” thus provided were 
displayed various styles of bags. The in- 
clined trellis frame was constructed of red 
and white grosgrain ribbon. The open cen- 


windows _ for 


—Above, by Robert Reilly, Bergdorf Goodman. 

. . . Upper left, by Dana O'Clare, Lord & 

Taylor. Left, by Arthur L. Charni. 

(All photographs by courtesy of Virginia Roehl 
Studios, New York City)— 
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—Right, by Sidney Ring, Saks-Fifth Avenue. 
. . . Center, by Louis Villela, B. Altman's... . 
Below, by James Gosling, Franklin Simon's— 


ter of the latticework, through which the 
chains passed, handsomely and_ effectively 
framed the single item to which the win- 
dows were devoted. On the floor of the 
window in the foreground more bags were 
displayed, together with the copy card. 
Groups of decorative flowers were attached 
to the trellis and added a gay note. Over- 
head lighting poured through the trellis, cre- 
ating interesting shadow effects. 

A mere country retreat can hardly gratify 
anyone whose wanderlust has them aching 
for tropic lands, but since such trips are 
impractical, the handiwork of such regions 
may provide some solace. McCutcheon’s 
collection of Polynesian cotton prints was 
presented excellently by Arthur L. Charni 
(page 12). Natural reed disks, suspended 
in a semi-circular outline as props, formed 
a contrast for the sepia tones of the mate- 
rials. 

Some diehards will resist any attempts to 
lure them away from their fair city and for 
that fraction B. Altman’s Louis Villela cre- 
ated windows racing ahead to midsummer. 
For that time of the doldrums, “icy black” 
is proposed, as the mannequins shown in the 
center photograph indicate. They stand 
against a curved white panel, placed to the 
window’s left. To the right is a black pine 
tree. Two French poodles, one white and 
one black, properly clipped as a concession 
to the heat, seem calling for attention. Over- 
head spotlights and a battery of lights issu- 
ing from the window’s sides intensified the 
cool shadows which black brings to hot days. 

Lord and Taylor scored a striking success 
with its series revolving around the “1941 
Father.” For this presentation, the local 
association of men’s wear buyers presented 
Dana O’Clare, director of display, with an 
award of $100. The series was character- 
ized by the “human interest” angle peculiar 
to the store’s windows, as may be observed 
in the photograph on page 12. The scene 
depicted is the day’s start for the breadwin- 
ner. He is in the process of shaving, as his 
lathered face indicates. The mannequin is 
shown with a robe dropped from the shoul- 
ders for freedom of movement, and holds 
a swinging hand mirror. The basin is real- 
istically fixtured and furnished with essen 
tial toiletries. “Like father, like son” is a 
bromide whose literal interpretation here 
adds a highly amusing note. Junior sits on 
the floor, imitating “pop,” preparing to re- 
move the later from his face with a safety 
razor which he holds. To the left of the 
window, arranged on a long covered seat, is 
our modern parent's dress items, from which 
he supposedly will choose his wardrobe. 
Shorts, shirts, shoes and other accessories 
are shown, behind which, hanging on the 
knob of a closet door, is his suit, together 
with suspenders and tie. The walls are 
papered with a wide blue and white stripe, 
and on the doors appear bars of music, be- 
ginning : “With someone like you, a pal good 


and true...’ and “Cuddle up a little closer, 
lovey mine...” with pairs of birds chirp- 
ing the refrains. <All the displays were 


tIramed in the handsome new borders re- 
cently installed by the store. 
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© Ihe Outdoor Urge 





State street's pace-making display show 
plays against a series of picnic settings as 
July swings into high. Audiences are en- 
thusiastic, despite summer’s heat-wave —a 
fact which in all probability may be attrib- 
uted to displaymen’s psychological mind- 
Cellophane seafoam and 


cooling system. 
cakes of ice 

made breezes .. . fish and igloos, leaves 
and grass, shells and nets and floats and 
masts all attest that it’s easy to keep cool 
as a mint phosphate. And the mannequins, 
relaxing in baggy slacks, swim togs and 
duck-in-the-tub suits are silent testimony 
that the hot-weather problem is an_ ele- 


man-made sand and fan- 


mentary one, after all. 

Cool of the evening is adequately ex- 
pressed by Display Director J. R. Cooper, of 
Mandel Brothers, in a charming study titled, 
“Music Under the Stars” and shown on the 
next page. A formalized pattern of vine cut- 
outs, silhouetted against an illumined back 
panel and white plaster garden figures, sets 
the outdoor motif for this chaste exhibit, 
enlivened by two smartly clad couples en- 
gaged in conversation. A hand-painted pos- 
ter carries the message, “The Magic of 
Musical Nights at Ravinia Experienced in 
Clinging Gowns of Soft White Jersey.” Eve- 
ning slippers and other pretties to match the 
snowy costumes of the feminine mannequins 
are spotted at strategic points about the 
window. 

Picture of a 1941 deluxe picnic, as depicted 
by Mandel’s Cooper, also appears here. The 
trellises, vines and grass matting are ortho- 
dox enough, but the grand array of gadgets 
to make hamburgers al fresco a delightful 
thing are only a little short of sensational. 
Outdoor stoves, as modern as tomorrow, 
broiling racks, thermos jugs and other nec- 














By KENDALL HULL 
Fred Kuehn & Co., Chicago 


essary utensils, radios and packaged goodies 
surround a trio of sleek-suited models. And 
a poster tacked among the climbing vines 
challenges, “What Is More Fun than a Pic- 
nic ?” 

“See Worthy” reads a scroll held up by 
a miniature nymph in an unusual beach 
scene created by Del LeSage, display man- 
ager of Marshall Field & Co.’s Evanston 
store. The classification goes for everything 
in the window ... the spotlighted mannequin 
in figured bathing suit and corded coat set 
off by gay striped wedgies and a fishnet 
head-throw the gigantic beach ball at 
left supported by the plaster head of a lovely 
the happy scarfs and crooked 


woman 








































snakeskin sticks scattered over the white 
sanded floor. The skillfully designed wave 
of two-toned cellophane swooshs up and 
over a tiptilted pole of cut-out wallboard 
painted to simulate wood and run through 
with ropes suspending decorative cork floats. 
The panel is pictured on page 14. 

We've heard of people who are. stuffy 
about keeping the pig in the parlor, but the 
little horse that has been driven up to the 
summer suit section of the Hub by Display 
Manager W. C. Bowen has received a rous 
ing welcome from customers. Of course the 
fact that he is hitched to a clever little ice 
wagon, fashioned of red-painted wood and 
white paper, may have something to do with 
his popularity on these hot days. But per 
sonally, we think most of his fans love him 
just for his own delightful pseudo-equine 
qualities. He’s made of burlap, stuffed to 
well-fed proportions, has a Raggedy-Ann 
mane and tail. And just above his blinkers 
he wears a novel “chapeau” of raveled straw 
featuring the new high crown. Whoa! On 
a spiraling poster in the background, minia 
ture action figures attired for various mas 
culine sports call attention to merchandise 
on sale, and permanent columns of the store 
are decorated with summer sports murals 

“What I Take Along on a Vacation” is the 
caption for a very nautical and very alluring 
exhibit featuring women’s slacks, shown in 
an up-front window of the Hub. Bowen has 


—Upper left, by Del Le Sage, Marshall Field & 
Co., Evanston. The wave is cleverly con- 
structed of cellophane. Upper right, a 
patriotic display on behalf of the U. S. O. 
drive—by J. W. Campbell, Carson Pirie Scott 
& Co. ... Left, also by J. W. Campbell. .. . 
(All photographs by courtesy of Fred Kuehn & 
Co., Photographers, Chicago) — 
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captured plenty of seafaring atmosphere 
with several yards of real fishnet, a string 
of ball floats and a second rope hung with 
cutout discs. He goes still further in this 
direction with an impressionistic ship's mast, 
a star-flecked banner and a_ blue-painted 
sky panel broken by a well-tailored cloud. 
[wo British “sailors” in the manner of Gil- 
bert and Sullivan’s hearties who manned the 
good vessel “HMS Pinatore,” are built of 
cut-out wallboard with round ball heads and 
peruke hair-dos. Beach shoes, sun glasses 
and similar paraphernalia complete the set. 
Both of the Hub windows are shown 
Carson Pirie Scott & Co.’s J. W. Campbell 
takes spectators on vicarious trips to the 
aquarium and the beach at one and the same 
time in a two-way display for the little folk 
ot the town. (Page 14.) In the left-hand 
panel, a shadow-box simulating an aquarium 
face is covered over with green-dyed cheese- 
cloth, behind which the most fantastic 
(painted) fish and seaweed are discernible 
because of backstage illumination. A sea- 
weed and sand motif is carried out on the 
walls and floor, and three tots in sightsee 
ing apparel stand beside a boundary rope, 


eyes intently focused on the scene. A cord- 
spiraled column at back marks the imagin- 
i dividing line, and a change in color 


scheme crossing down the center of the 
window over a bench and the floor completes 
the job. To the right there is a_ sunlit 
each . . . sky ... tall grass and shell- 
strewn paper sand. All the paraphernalia 
a day’s fun in the sun is present. There 
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—Upper left, a "Music Under the Stars" set- 
ting by J. R. Cooper, Mandel Brothers. 
Upper right, an elaborate picnic window, also 


by Cooper. . . . Lower left, by W. C. Bowen, 
The Hub. . . . Lower right, an interior specialty, 
also by Bowen— 


are balls and pails and life-savers ... even 


Fido in a playful mood. And the trio of 


mannequins dressing this side of the set ts 
clad in the newest of swimmery. The win 
dow is dedicated to “Home Players and Go- 
Awayers,” by means of a hand-lettered plac 
ard tossed over the wooden bench which ties 
the two pictures together. 

An appeal to patriots was a recent striking 
presentation of Campbell. Using one of the 
store’s more prominent display spaces, he 
placed a cut-out shield topped by a metallic 
paper eagle and bearing the words, “Give 
To USO, United Service Organizations” 
against the center background. To the left 
was an American flag in a standard; to the 
right a desolate lamp post with a cut-out 
blow-up of a soldier in uniform under a 
sign captioned, “No Place To Go.” An illus- 
trated color poster was mounted against the 
wall beneath the center shield, and an ex 
planatory card headed, “A United Nation 
Backs Them Up,” was appropriately placed 
beneath the flag. An architect's framed 
drawing depicting a planned USO club 
building helped tell the story. Both of the 
Carson Pirie Scott displays appear here 

Downtown Marshall Field’s makes an im 
pressive appeal to the younger generation 





by means of one of Arthur Fraser's dis- 
plays—this one at the corner of State and 
Randolph streets. Legend reads: 
America Heeds the Call to Color 

play . .. vacation . 
red, white and blue.” Upon a sand-patched 
spread of green grass matting a _ realistic 
dark brown pony draws a quaint little pink 
and gold cart, its passengers a boy and two 
girls. About the spacious lawn eighteen 
other youngsters of various ages are happily 


“Young 
. They 
. have fun in patriotic 


engaged in bicycling, playing croquet, tennis 
and other sports. A background wood 
trimmed archway, colorfully painted and 
splashed with gold, lends an illusion of 
depth to the set. Mannequins’ costumes 
carry out the red, white and blue color 
theme in a variety of ways. 
not pictured. 


The window is 


Quiz Windows 
For Bonwit's 

Quiz hounds had the opportunity for a 
little brain sharpening early in July when 
Bonwit Teller, New York City, unveiled its 
new windows. The quiz questions were on 
placards and the clues were given by the 
displays themselves 
“What 


Empress of the 19th century was the fashion 


A typical example is the query 


leader of her day?” The window answers 
with a display of small hats decorated with 
big plumes, and of course the answer is 
“Empress Eugenie.” 

Tom Lee is display director. 








Quite recently a friend of mine who un- 
derstands something about the use of selling 
space in the store was doing some work in 
one of the larger department stores of the 
country. He had applied some efficient lay- 
out and sound merchandising tactics, and 
the sales results of these efforts won him the 
confidence and respect of members of the 
management as well as the buyers in the 
store. 

He became acquainted with the display 
manager, and one day said to him, “Look, 
these people are eating this up. They have 
never used such methods. This is merchan- 
dise presentation—display. Here is your 
chance to make a job for yourselfi—here 1s 
your chance really to influence the sales ot 
this store. It is logically your job. You've 
got the chance of your life.” My friend, 
however, had all the enthusiasm. The dis- 
playman had none. “Oh, the hell with it!” 
he replied, “I’ve got all I can do to take 
care of the windows.” 

If you, like this man, believe that display 
—or merchandise presentation —ends with 
the display windows, if you believe that it is 
none of your business or that you are too 
busy, then you have my permission to other- 
wise employ your time for the next ten or 
fifteen minutes. What I am going to discuss 
vitally affects the profits of the store, and 
just as vitally will affect the progress of 
displaymen and the display profession. 

Over the past twenty years, the business 
of retailing has undergone tremendous 
changes. Many phases of operation have 
been so systematized that they work with 
wonderful speed and efficiency. Modern 
methods and machines have brought about 
miraculous improvements in operating and 
auditing procedures, inventory control, cash 
handling, credit information, and so. on. 
Haphazard buying practices have given way 
to more scientific methods. A corps of peo- 
ple watch such things as inventories, mark- 
ups, markdowns, gross and net profit, and 
all the factors of operating expense. 

In spite of all this, the cost of doing 
business has gone up. This continuous rise 
has resulted in an increase of 35 per cent 
in department store expense in the last 
twenty years. A great part of this is in 
labor costs—the cost of selling. State and 
federal labor codes, and wage and_ hours 
legislation have shortened the work week 
and in many cases increased basic salaries— 
and the trend is up, not down. 

Now the spread between cost and_ selling 
must remain almost constant. Competitive 
effort and well-informed customers combine 
to prevent any “upping” of prices to cover 
increased selling costs. Stores themselves 
have been unable to cope with the problem, 
for the fact is that for some time department 
store profits have not been satisfactory and 
there is no doubt that high selling costs 
have a great deal to do with this poor per- 
formance. 

; * Address before the I. A. D. M. convention, Chi- 
cago, June 
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By DAN F. HINES, Field Supervisor, 
Sears, Roebuck & Co., Chicago 


Let us look at one of the factors that may 
be contributing to the strange spectacle of 
high volume, low profit. 

The application of scientific principles to 
the business of retailing has not been ex- 
tended to the selling floor. Other parts of 
the business have been streamlined but the 
selling floor, so far as efficiency is con- 
cerned, is still in the gay 90's. There have 
been some improvements in lighting and dec- 
oration, and many architectural niceties, but 
basically the selling floor operates with a 
“horse and buggy” technique. If you will 
make a comparison between any recently 
remodeled store and one that hasn't been 
touched for twenty years, you will see that 
the improvement is mostly on the surface 
and that any difference, so far as_ better 
selling is concerned, is largely non-existent. 

Newspaper advertising,  direct-by-mail 
campaigns and sales promotions of a dozen 
varieties are employed to entice customers 
into the store for the one purpose of selling 
them the greatest amount of goods and 
making as much profit as possible on the 
transaction. These sales promotion men 
usually know their business and the cus- 
tomers come by the thousands, but once they 
are in the store they are effectively blocked 
from most of the merchandise and can not 
buy what they want until they have been 
properly introduced to the merchandise by 
the salesperson. 

Since most merchants are wise enough to 
know that their fate is in the hands of the 
sales force, there is a great deal of time and 
money spent in improving its efficiency. 
Salespeople are taught the fine art of mak- 
ing sales, with concentration on “trade-up,” 
the use of crack selling phrases, making two 
sales instead of one, ete., etc. Some of these 
people are quick to learn and after a while 
become valuable members of the regular 
sales staff. But no store at any one time 
ever had a force of these aces. No mer- 
chant is optimistic enough to believe that 
his sales force is so much as 50 per cent 
efficient. [ven if it were possible to people 
the store with these paragons of  super- 
salesmanship, you could not afford it for the 
reasons already set forth—as a purely minor 
point there are now communities where it is 
impossible to hire any male or female quali- 
fied to act as a salesperson within the brack- 
ets the average store can pay—and, except 
during the depth of depressions, you can not 
hire the kind of people you need. The 
average sales force is not well-informed, 
efficient, or resourceful. Most merchants, de- 
partment managers and personnel directors 
will agree with that statement. 

But let us imagine that, unreasonable as 
it is, you have collected this perfect sales 
force. Here are the factors that will render 
them impotent much of the time. 

First, every business has its peaks. When 
your store trafic is heaviest your sales force 
contains a heavy percentage of contingent 
salespeople—ones who are least qualified by 
training or experience to get the results vou 
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want. These contingents are not subjecte: 
to the same intensive training that you give 
your regular salespeople and can not be ex- 
pected to function with the same efficiency 

Secondly, in spite of what you may plan, 
heavy store traffic concentrates itself into 
relatively small periods of time. There isn't 
time to practice any theories of trade-up, 
additional sales or cleverly phrased selling 
language. The job is to wait on customers 
as fast as possible and to complete sales 
rapidly so that the next customer can be 
served. Thus at those times when it would 
be most advantageous to exercise selling 
technique, it is impossible to do so. The 
customer feels that she is lucky when she 
finally gets some attention—she makes her 
purchase as quickly as possible and goes on 
her way. Even if it were possible to pro- 
vide a salesperson for every customer, and 
if it were possible to do this at a reasonable 
selling cost, you would have a sales force 
that would be largely unnecessary. 

People over and over again have expressed 
their preference to wait on themselves. If 
you doubt the validity of that statement, 
consider the record of the dime stores where 
self-service has been practiced for years. 
Witness, also, the growing popularity of the 
grocery chains where customers can make 
their own selections, and the self-service 
features of other retailers. The many large 
chains are the greatest exponents of stream- 
lined selling. They set themselves up to 
operate with a minimum selling cost. If 
you believe that retailers in general are do- 
ing anything about developing faster and 
lower-cost selling, please remember that 
stores of today and twenty years ago are 
“sisters under the skin.” It is just as diffi- 
cult as it ever was for a customer to exam- 
ine and choose merchandise. And as for 
her ever being able to select from the assort- 
ment offered by the store, please consult the 
salesperson, if and when you can find one. 

In the face of rising selling costs there 
is a persistency to hold to the ancient idea 
of personal service for every sale. These 
rising costs are making it practically im- 
possible to render personal service and still 
make a satisiactory profit. I repeat the 
assertion that it is no longer necessary or 
desirable to set up a store for personal 
service to each customer. 

Consider the popularity of the bargain 
basements of some of the great stores of the 
country. There are several reasons for the 
tremendous business they do, but it must 
be admitted that there is more self-service in 
these areas than there is in the rest of the 
store and there is, therefore, a greater po 
tentiality for doing business. It is easier 
to complete more transactions. But do not 
get the mistaken idea that self-service and 
bargain basements are synonymous. You 
can set up to present your merchandise with 
whatever degree of refinement you choose. 

The atmosphere of any store should in 
clude plenty of merchandise. After all, the 

[Continued on page 42] 
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Back=To=-sSchool 











—A geometry problem is left unfinished on the blackboard background 
in the display at the upper left, by George H. Wagner, J. L. Brandeis & 
Co., Omaha. The composition cutout is of a student scanning a book 
on dress styles by Sara De Saix. The show card takes the form of a 
page of the book in the foreground. . . . Left center, a display by 
Stewart Kintner, Fowler, Dick & Walker, Wilkes-Barre, Pa. The paneled 
background was light blue, with the banners and goal posts in dark blue. 





. . . Lower left, mannequins are poised on a giant note-book in this 

window by L. A. Banks, The Hecht Company, Washington. . . . Upper 

right, by C. R. Crawley. . . . Right center, a window by Adrian Delsman, 

Frederick & Nelson, Seattle; the display shows furnishings suitable for a 

college girl's room. . . . Lower right, by A. J. Roeder, Wm. H. Block 

Company, Indianapolis, involving college needs ranging from lingerie to 
luggage— 





DISPLAY WORLD JULY, 194) 


mann’s Defense Show 


By HAROLD F. HETRICK 
Pittsburgh 





One May morning Laszlo Gabor, resource: 
ful display director of Kaufmann’s, Pitt 
burgh, gathered his staff around him, toss« 
. a blue-print on his desk and outlined hi 
sen be plans for a national defense exhibitio: 

Frantic trips to Washington to confe 
with Uncle Sam’s Army and Navy Depart 
ments and an all-day experience deliverin 
an army “blitz-buggy” to an eleventh floo: 
via the elevator were only a few of th 
headaches before the exhibition was com 
pletely ready. Yet the promotion was an ad 
venture in making a first-hand report on 
defense progress to store customers. For 





three weeks, thousands of customers repaid 
this confidence by visiting the many exhib 
its. Originally intended to include only the 
government services, the idea was expanded 
to show defense progress in industry and 
service organizations. 

Every branch of Uncle Sam's army, navy 
marines and coast guard was represented 
The army brought in its versatile “blitz- 
buggy,” the car which climbs stairs (and 
did it, too), weapons, enlisted man’s equip 
ment and an army pilot who did actual 
parachute folding demonstrations. The navy 
turned-in a breezy section with life-boat rig, 
model boats and planes, knots, and so on 
Actual air-raid equipment from England, 
in a store-erected shelter, provided almost 
too much atmosphere with gas masks, water 
pumps, bomb squelching materials and air- 
raid costumes. 

For the would-be pilots there were three 
sample flying tests as used in the army air 
corps, and also a Crowell trainer, the ma- 
chine used for ground instruction and which 
does everything but fly. The Red Cross, to 
mention only one service group, gave an in- 
teresting demonstration of bandage making. 
For industry, a working model on making 
steel never failed to attract. Flying cadet 
movies, an aeronautical class working on 
actual airplane engines, as well as many 
other items, drew the attention of young 
and old interested in the defense of America. 

Display backgrounds in red, white, and 
blue, divided into booths, were supplemented 
by a balcony trim of silver corrugated 
paper on which large cut-outs of photo 
graphs showing the life of an army recruit 
were brought out in relief. Gleaming silver 
airplane propellers, large block letters in 
relief from the background, and a blow-up 
of the Bell ‘“Airacobra” plane made_ the 
entrance attractive and symbolic. 

Many of the items from the defense ex- 
hibit are now being re-assembled to be made 
available to stores in other cities where 
time or facilities do not permit lengthy 
preparation for such a show. 

Or the show might suggest a theme of 














“Women in Defense” with a “defense house, 
furnished throughout with non-essential de- 
fense materials, and backed up with displays 
on food substitutes and new food uses. Or 
again it might be the ever popular army 
motif with military fashions or displays cen- 
tering around gifts for the army man. 
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summertime show 


face, he 


With staring a card 
writer in the is tempted at times 
to dash out any type card, to pass up the 
opportunity to relieve the much-too-frequent 
use of drab, pallid and commonplace cards. 
He lets the summer sun and the hot days 
lull him into the belief that 
card is placed in the window with his dis- 


so long as a 


plays he has done his best. 

Nothing could be farther from the truth. 
The public, after the onrush of spring fes- 
Easter, Mother’s day and gradua- 
tion promotions, is rarely aroused to curios- 
. cards of the type 


tivities, 


ity by ordinary cards 


that look machine-made yet which do not 
even possess their simplicity of construc- 
tion 

The card writer, then, has an added re- 


the attention 
must not lose 


attract 
of the passing throngs. He 
sight of the fact that a dominant idea must 


sponsibility. He must 


be carried through to its finish on any card 
before interest can be aroused. 

Because of this condition and these rea- 
\bdalla’s have sought for some- 
would tell our 


sons, we at 


that and draw 


thing 


story 
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**Three=In=-One” Cards 


By R. K. PUGH 
Abdalla's, Opelousas, La. 


attention, yet not detract from the story that 
our windows are trying to tell. 

We hit on the 
Perhaps this idea is not new. 


three-dimensional card. 
Perhaps it is 


only a rehash of ideas that card writers 
have used for decades ... but with a little 
novel treatment and a little extra thought 


given to the designing of each of these cards, 
we think we have something that catches 
the eye, something that is appealing, 
tion-compelling, yet carries out the 
plicity of idea that our windows strive to 


atten- 
sim- 


bring out. 

Consider the card in the lower center. The 
bit of yacht rope dividing the relief back- 
ground from the back- 
ground adds the final touch to the card. Th> 


recessed and _ basic 


coolness of “Enro” shirts, the lightness of 
their texture and the “sea breeze” feeling 
that one has when wearing them .. . all 


were brought into the treatment of this card, 
even to the extra touch of cool stars in the 
basic background. 

Our 
carries, as do the 


card (upper center) 
others, the harmonizing 
the three 


sports ensemble 


combinations 


\ 


of color among 
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grounds. The basic ground should alway 
be in a dark color, the recessed portion i 
a lighter color and the foreground (the mai 
artwork and the lettering) in basic 
and added pastels to draw one’s ey: 
as if by a magnet to the center idea. 

Our card on Nunn-Bush Cuppe 
left) typifies the “good taste” idea... eve: 
to the taste of a well-smoked, familiar pipx 
in the wearer’s mouth. Again we used 
dark color for the basic ground, lighter 
color for the part, and basic col 
ors for the lettering. 

Close scrutiny of the 
will show the reader that 
out the harmonizing-color idea throughout 
the construction of each card so as to pre 


color 


shoes 


recessed 


remaining cards 


we have carried 


sent one dominant idea to tie in with th 
display itself. 
Smith Leaves 
Richmond Store 
Edgar H. Smith, for the past year in 


charge of display for Jonas, Richmond, has 
resigned. His future plans, and his 
cessor, have not been announced. 


suc- 
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WIND-O-WIDTH 


Three Dimensional 
ORIGINAL DISPLAY UNITS 
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Fast SHOWING at the |. A. D. M. Convention ...In a nation-wide 


survey just completed of leading department store display men and display 
jobbers throughout the country, we have proof that we have something new 
and startling to offer to the trade! In order to meet popular demand, we are 
now fashioning from paper, window display units in three dimensional form. 
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WRITE TODAY FOR NEW 16 PAGE ACTUAL COLOR CATALOG ILLUSTRATING THREE DIMENSIONAL DISPLAY UNITS 
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DISPLAY DIVISION 
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Altruist 


One of the outstanding examples of suc- 


cesstul display cooperation between manu 


found in the service 
by International 


facturer and retailer is 


maintained for jewelers 
Meriden, Conn. 


field there are many stores 


Silver Company, 


In the jewelry 


whose window displays have been excep- 


tionally good. Such stores may be found in 
small towns as well as in cities. But gen 
erally speaking, window display has _ been 
one of the step-children of jewelry store 


merchandising. For the most part, the aver- 
age jeweler has relied upon “mass display” 
to attract purchasers into his store. 

International 


Two vears ago the Silver 


Companys recognized the opportunity of of- 
fering a genuine service to jewelers in help- 


ing them create windows with greater eye 


appeal and sales app al 

sent to the trade and 
tabulated. And then 
complete displays were designed, based upon 


Questionnaires were 
replies were carefully 
the preferences of jewelers and the recom- 
mendations of display consultants. These dis- 
plays were installed in windows at the In- 

Silver photo 
Then the photographs were sent 


ternational Company and 
graphed. 
to jewelers all over the country, as sugges- 
tions for interesting displays. 

This plan met 


but still there were a great many jewelers 


with reasonable success, 


“f 


uD) 
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ic Display Jervice 


who had neither the time nor facilities for 


building and installing the displays sug- 
gested. 

So the following year, in early 1940, In- 
ternational designed and built a quantity of 
each of twenty-three different displays. These 
were offered for sale on a non-profit basis, 
Each 
one of these displays was entirely altruistic 
in its International Silver 


Company advertising and adaptable for use 


at prices based on quantity purchases. 


concept, free of 

with all types of jewelers’ merchandise. 
Now new display 

series in process of distribution. Each dis- 


International has a 
play in this new group is designed with an 
eye to the requirements and limitations of 
jewelry store windows. Units are small, to 
adapt themselves to small size display space. 
Many of the made up in a 
number of independent units which can be 
wide variety of ways to fit 
windows of As in the past, 
each display is offered at a price made pos- 


displays are 
arranged in a 
Various sizes. 
sible by quantity production. 
that the following displays 
are among the most popular: 
“Pan-American” is a display (upper right) 
which capitalizes on America’s 
Neighbor” policy and the feeling of friend- 
ship toward the South and Central American 
countries. A circular panel showing the 


Orders show 


“Good 





hemisphere forms the backgrow 
and is complemented by a circular 
panel which reads, “Treasures for You Froi 
The Bountiful Americas.” Seven small cut 
out figures, representing North, Central, an 
South American countries are also supplie: 
This display is notable for its gayety an 
and for the fact that the separat 
arranged in windows o 


western 
cop 


color 
units are easily 
varying sizes and shapes. 

A particularly useful display unit is tl 
“Winged Shelf Elevation” (lower right 
This consists of two oval shelves mounte: 
between wings on an oval base. The shelve 
are ideal for the display of all types ot 
jewelry merchandise and the wings are fitte: 
with plastic clips to hold silverware. A 
small circular panel is also provided whic] 
copy “We Have Something T: 
The entire display is 
and the lettered it 


carries the 
Show You.” 
eled in 


enam 
white copy is 
turquoise blue. 

In this new series a display built aroun 
a small mannequin is offered (upper left) 
The mannequin is dressed in white net ove! 
turquoise blue taffeta and wears miniatur 
jewelry. Broad streamers of transparent 
cellophane run from he: 
hand to merchandise in the window. Th 
theme of hospitality is set by a lovely re 

[Continued on page 43] 
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W. M. Zeppen-Field Studios Ve 


Creators and Designers of 


HOLLYWOOD 
MANNEQUINS 


Glamorous . . . Exciting . . . and utterly different versions 
of Hollywood Mannequins, and with reason, for these 
Zeppen-Field Creations have the lovely perfection of 


custom-built figures. 


All figures are obtainable in either flexible or rigid. Other 
features include removable and interchangeable Real Hair 


or Horse Hair Wigs either ventilated or non-ventilated;— 





and new interchangeable Arms; together with the NEW 


Flexible Neck makes possible a vast variety of arrangements. 
Write or Wire for further information or photos. 
PRODUCTION STUDIOS CHICAGO SHOWROOM 
AND SHOWROOM Mid-Western States 


. . Representative 

W. M. Zeppen-Field Studios = jack CAMERON 
1057 NORTH LA BREA AVE. 209 So. State St. 
HOLLYWOOD, CALIFORNIA Chicago, Illinois 














LOOK AHEAD 
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SEND FOR YOUR FREE COPY + * WOW > 


THE REYBURN MFG. CO., INC. 
ALLEGHENY AVE. AT 32nd ST. Date 
PHILA., PA. 


Send at once my Free Copy of your 1941 Fa!l and 
Christmas Display Materials Catalog. 
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Make °Em stop. Look 
And Get Interested 


If, in this talk, I persist in regarding win- 
dow displays as advertisements, and in re- 
ferring to them as such, please don’t regard 
it as over-simplification on my part. It’s 
not that I’m trying to dispose of the sub- 
ject lightly as “just another form of adver- 
tising.” It’s not that I am ignorant of the 
specialized nature and functions of good dis- 
play. Nor am I unappreciative of the degree 
of skill and art that are necessary to the 
creation of good windows. 

It's merely my attempt, as a newspaper 
man, to establish common ground with you 
displaymen, and to arrive at some justifica- 
tion for presuming to talk shop with you. 

Actually, it doesn’t entail any great strain 
of the imagination to perceive certain very 
definite similarities between the window dis- 
play and the newspaper advertisement. To 
begin with, they both have the same objec- 
tive—that of putting over an idea, a sales 
idea. They are both designed to make 
people stop, look, and get interested. 

A further point of similarity between the 
two is that both the window display and the 
newspaper advertisement depend for their 
effectiveness on the extent to which they are 
able to stop traffic. In the case of the win- 
dow it’s foot traffic, moving along the street; 
in the case of the ad it’s reader traffic, mov- 
ing through the newspaper. But in each case 
it’s traffic—human traffic. It’s people—peo- 
ple who must be stopped and made to take 
an interest in what the retailer is offering. 

Then, of course, there is the point so well 
known to all of you—the fact that window 
displays and newspaper ads are regularly 
synchronized in the promotion of the same 
merchandise, or the same merchandising 
event. It sometimes happens that a repro- 
duction of the newspaper ad becomes a part 
of the window display. 

While pointing these similarities I am, at 
the same time, aware of essential difference 
between the window display and the news- 
paper advertisement. The window display 
has the advantage of realism. It is built out 
of “whole cloth’—the actual merchandise. 
It presents that merchandise as it really is: 
the newspaper presents only an artist’s or 
copy-writer’s conception of the merchandise. 
The window display also has the advantage 
of color, lighting effects, and on occasion, 
devices that introduce animation. 

The newspaper advertisement, on the other 
hand, has advantages which are peculiarly 
its own, principal among which is the fac- 
tor of mobility. Whereas the window display 
is stationary, and endeavors to put over the 
selling idea from a fixed location, the news- 
paper's mobility enables it to carry the sell- 
ing idea to thousands and thousands of loca- 
tions. 

If you will acknowledge the similarity in 
~ *Address before the I. A. D. M. convention, Chi- 
cago, June 24. 


By MAURICE T. REILLY* 
The Chicago Tribune, Chicago 


the purpose and functioning of both window 
displays and newspaper advertisements, then 
perhaps in the vast store of newspaper re- 
search there is something that will be of 
interest to you. 

During recent years the newspapers of 
America have gone into reader research on 
an extensive scale. As far back as 1933, The 
Chicago Tribune started a series of studies 
which measure in detail the extent to which 
readers are stopped by the various elements 
which appear in the news, editorial, and 
advertising columns of the paper. 

Numerous other newspapers have devoted 
considerable time and money to the study 
of what causes the reader to stop and give 
his attention to this item or that. Currently, 
of course, there is the “Continuing Study of 
Newspaper Reading,” sponsored by the 
American Newspaper Publishers’ Associa- 
tion, in which readership of some thirty-two 
newspapers has been surveyed to date. 

To support my hunch that there may be 
in the field of newspaper research consider- 
able data pertinent to the problems of the 
displayman, let me quote a paragraph from 
one of the presentations of the findings in 
this extensive study. I am quoting Wilder 
Breckenridge, sales manager of the A. N. 
P. A.’s Bureau of Advertising. 

“Keep in mind that there is a very simple 
and understandable analogy between an ad- 
vertisement and a store window. The news- 
paper is the heaviest traveled thoroughfare 
in town, except that the passersby on News- 
paper boulevard do so by eye instead of on 
foot. Each page of the newspaper is a block 
of store windows some trimmed by the 
advertiser, some by the editor. The skill 
with which the advertiser or the editor 
trims the windows determines the percentage 
of total traffic which will stop and look.” 

Let me repeat that last phrase—"“the per- 
centage of total traffic which will stop and 
look.” 

That is the subject in which newspaper 
editors have been greatly interested. That's 
the thing which advertisers, together with 
their copy-writers, layout artists, and illus- 
trators have been studying so carefully. 
That, unless I’m mistaken, is a subject in 
which you display people have a_ vital 
interest. 

What are the elements that cause people 
to stop and look? The findings of the nu- 
merous readership surveys are voluminous. 
They could well consume several days of 
study by an interested party. Here, of 
course, I must deal in very broad summaries. 
Whether I draw from the findings of our 
own surveys at the Tribune, or from the 
more extensive laboratory of the continuing 
study referred to earlier, doesn’t matter. The 
results in each case have remarkable con- 
formity along general lines. 

A most salient point—one which is bound 


to show itself to any one who studies these 
findings—is this: if you want to stop women 
—if you want to catch feminine attention 
and interest—your advertisement must do 
three things. 

First, it must bring it home to them. This 
means bringing it into the average woman’s 
domain, as close to her own locale as pos- 
sible. It means bringing the proposition 
within the scope of her own comprehension 
and experience. What is local, or localized, 
will get a much better reading from women 
than that which is remote or foreign. 

Ample proof of this is to be found in a 
study of the readership ratings of news items 
in newspapers. Thus we find the story of a 
local motor crash getting a better reading 
from women than the account of a clash of 
troops in Europe. A gang killing or a local 
divorce case will attract and hold feminine 
interest to a far greater degree than the 
latest pronunciamento of a prime minister. 
And the story of the orderly funeral of a 
local dignitary will get a higher readership 
rating among women than will the account 
of the assassination of a foreign politician. 

Proof of this point is also to be found 
in the readership of advertisements. To 
cite just one case, there is the example of 
the two soap ads. One ad featured a “one- 
cent sale,” using a big “buck-eye” illustra- 
tion of two packages of the soap. The other 
ad featured the endorsement and photograph 
of a local matron. The latter ad was read 
by more than twice as many women as read 
the former. 

Second, make it real. Making the propo- 
sition real to women calls for taking it out 
of the abstract and into the realm of actu- 
ality. It means waiving impressionism for 
realism—presenting the merchandise as is, 
rather than as somebody's conception, or 
impression of it. It is because of this that 
advertisements with photographic illustra- 
tion (the realism of camera fidelity) get so 
much better ratings, generally speaking, 
than other ads do. An example in point 
would be the three advertisements placed in 
our newspaper by a coffee advertiser. They 
were equal in size, and the same price was 
featured in all three. The first of these ads 
utilized a drawing—a rather good one—de- 
picting the pleasure of gracious living and 
suggesting rather effectively the contribu- 
tion that coffee can make to any pleasur- 
able situation. Only 11 per cent of our 
women readers read that ad, although 70 
per cent stopped to read something on the 
page on which the ad appeared. 

The second of the three ads utilized pho- 
tographic illustration, but they were techni- 
cal photos showing the coffee roasting plant, 
the roasting operation, etc. Even so, this 
ad got a 13 per cent rating among women. 
and this in spite of the fact that the pag« 

[Continued on page 47] 
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to reap a Rich Harvest of Autumn Sales! 


we | 





Lhutumsr 3 Ads " | GET YOUR Here are up-to-the-minute backgrounds that will put extra zip into 


Diydy ‘: 
Guide F R E E 
= ren a ... Snappy Fall colors... seasonable motifs that will “stop” the 
SHERMAN passersby and bring them in to buy! 


DOUBLE-FEATURE 


your merchandise displays! Brilliant designs by outstanding artists 


Pictured here are four of the many brand new designs and materials 
brought to you in the new DOUBLE-FEATURE DISPLAY GUIDE 
for Fall. It brings you, too, a host of new ideas for displays that 


DISPLAY GUIDE 


are different! 





DOUBLE-FEATURE means a DOUBLE MEASURE of ideas and 
materials! A separate, accompanying issue brings over 50 more 
ideas for new display effects. PLUS... the sensational style- 
leader 8-FOOT GIANT-CURVE ... the topping 107’’ SEAMLESS 


PAPER in the smartest colors... amazingly beautiful 12-COLOR 


DISPLAYS .. .and a crowd of other sales winners! 
AA Gs j 
VRE (; It will be a grand season for sales! Your customers and pros- 
“a i it aj ; - zs 
i \ : i pects will have plenty of money to spend . . . and looking for 
ve gt d - 


the best places to spend it! Step-up the appeal of your mer- 

chandise displays with the SHERMAN DOUBLE-FEATURE 

DISPLAY GUIDE... and the EXCITING NEW SHERMAN 

DISPLAY MATERIALS. Your FREE GUIDE is waiting for you 
. zip off the coupon and mail today! 





i 1 

e ‘ 

4 SHERMAN PAPER PRODUCTS CORPORATION r 

- Dept. D-7, Newton Upper Falls, Mass. - 

; Rush my FREE copy of the 1941 DOUBLE-FEATURE : 

: Sherman Display Guide for Fall and Christmas! a 

| 

SHERMAN s Name ‘ecitedinelatutieennaived ‘isles : 

' Company 

s " 

PAPER PRODUCTS CORPORATION & Address ) | iovenael ' 
a 

NEWTON UPPER FALLS, MASSACHUSETTS : City Seste : 
° ‘ 
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—To give your mid-summer sale an appropriate at- 
mosphere, we suggest the post decoration shown here. 
The sign is a cloud effect cut from wall board and 
painted silver-gray. The face of the sun is in orange- 
yellow, with red wooden dowels radiating from the 
back. This decoration, with the wording changed, 
could be used also for bathing suits, sun suits, and 
the like— 











—An excellent fixture for displaying summer 

items is this one made of wire mesh. The unit 

is painted white, supported with tilted wooden 

upright, and mounted on a white platform. This 

will suggest to you a basic idea that can be 
made into a variety of designs— 
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—The tendency to use especially designed fixtures 
for individual departments, for aisle promotions, 
etc., keeps the displayman on the outlook for 
usable ideas. Here is shown an over-table canopy 
with a receding, "stepped" face that gives plenty 
of space for signs. These signs are especially 
attractive if cut out as illustrated and backed with 
colored transparent material. Lights are easily 
concealed in this type top— 


—Shelvings around posts 
are a very common means 
of getting additional dis- 
play space. Here we show 
a pleasing method of mak- 
ing this type of shelving 
very attractive. The design 
is in Spanish or Mission 
type. The roof is of red 
imitation tile, easily made 
of halves of wide card- 
board tubes. The sides are 
stippled in plastic paint to 
look like stucco. The brick 
erch is painted in a shade 
of terra cotta— 
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Wagner Carries Off 
Another Prize 

In the department store class of the Na- 
tional Notion week display contest, George 
H. Wagner, J. L. Brandeis & Sons, Omaha, 
has been awarded first prize of $100. Sec- 
ond place and $50 went to Harry H. Hamil- 
ton, H. C. Henshey Company, Santa Monica, 
Calif.; third prize of $25 went to Joseph B. 
McCann, S. Kann Sons Company, Washing- 
ton. 

Similar prizes were awarded in the va- 
riety store classification, these being won by 
Larry Pruitt, W. T. Grant Company, De- 
catur, Ala.; S. B. Siskin, Neisner Brothers, 
Denver, and the Morris Store, Galion, Ohio, 
in that order. 

Fishing Trip Awarded 
To Harbour 

Robert Harbour, Allen & Jemison Com- 
pany, Tuscaloosa, Ala., has been announced 
as the winner of a two-week all-expense- 
paid fishing trip to Minnesota as first prize 
in the Fishermen's week window display 
contest sponsored by The Sporting Goods 
Dealer, St. Louis trade publication. Har- 
bour’s window depicted the inside of a fish- 
ing cabin, with a popular “The truth is not 
in him” poem prominently displayed. Sec- 
ond prize went to Joseph H. Reich, Joske 
Brothers, San Antonio. 





Whitelam Named President 
Of Detroit Club 

Frank E. Whitelam, R. H. Fyfe 
pany, was elected president of the Detroit 
Display Club at a meeting on June 9 at the 


Com- 


Hotel Statler. Others elected were: first 
vice-president, Frederick E. Anderson; sec- 
ond vice-president, James Louttit; third 


vice-president, Harold Schultz; fourth vice- 
president, Albert May; Harold 
Bromel; treasurer, Ralph D. Johnson. 


secretary, 


Consumers Award Prize 
To O'Clare 

The fifteen New York City 
stores competing in a Father’s day display 
contest inspected recently 


windows otf 


were thoroughly 
by a judging committee of six women shop- 
pers—with first prize of $100 being awarded 
to Dana O’Clare, Lord & Taylor. Honorable 
mentions went to Bloomingdale’s, Weber & 
Heilbroner, and R. H. Macy & Co. 





Plock Heads Display 
For Lincoln Firm 

Succeeding C. G. Lawrence, died a 
short time ago, Ervin Plock has been named 
display manager for Rudge & Guenzel, Lin- 
coln, Neb. Plock was formerly first assist- 
ant. Vernon Carlson, formerly with Magee’s, 
Inc., and Harvey Brothers, Lincoln, will be 
Plock’s assistant. 


who 


Stark And Meyer 
Win Tackers 


The two “Kling-Tite” tackers given away 


by A. L. Hansen Mfg. Company, 5037 Ra- 
enswood avenue, Chicago, at the Inter- 
national Association of Display Men con- 


ntion were won by Michael F. Stark, Satt- 
rs, Inc., Buffalo, and J. J. Mever, 
yant Company, St. Louis. 


Lane 
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Booklet Shows Use 
Of Western Pines 


A most lo-page 
showing the vses cf Western pines in all 
forms of display has just been released by 
Western Pine Yeon building, 
Portland, Ore. Copies will be sent free on 
Dozens of photographs of striking 


interesting brochure 


Association, 


request. 
window and interior displays are included 
in the booklet. 
New Location For 
Harve Ferrill 

Harve Ferrill & Co., display 
firm and sales agents for Bulkley, Dunton & 


installation 


Co. in the Chicago territory, has just moved 
modern office an] 
Wabash 
Chicago. The change in location provide: 
much more room and will enable Ferrill to 
a more complete stock. All 
received from the middle-western territory 
will be shipped from the new address. 


into the company’s new 


stock rooms at 2635 South avenue, 


carry orders 


Convention Delegate 
Marries In Chicago 


C. B. Smith, Southern sales representative 
for Nat Siegel, turned his trip to the Inter- 
national Men Chi- 
convention wedding on Tues 
Miss Jean 
that 
Eng 


Association of Display 
cago into a 
day, June 24, when he married 
Keltner of Memphis. It is reported 
the couple is honeymooning in New 
land. 


Richker At Convention 
Despite Illness 

\ sudden 
in New York City early in June nearly pre- 
vented the Richker, South 
ern Importers & Houston, at th 


illness while on a buying trip 
attendance of I. 
E-xperters, 


International Association of Display Men 
convention in Chicago. After some time 
spent at the French hospital, New York, 


Richker improved sufficiently to be on hand 
as originally planned. 


Behrent Joins 
Finsterwald 

Sol Behrent, with the 
Outfitting Company, Detroit, has joined the 
Finsterwald Furniture Company, of the same 


formerly Peoples 


city, as display manager. He replaces A 
MacFarland, who has assumed charge of the 
display department of Gardner White Fur 
niture Company, of the same city. 


Department 
Of Correction 


In a news item in the June issue, the nam 


of FE. Van Johnson was inadvertently used 
as display manager for Sanger Brothers, 
Dallas. This was incorrect. Sanger’s dis- 


play manager is R. E. Moriarty. 


Change In Location 
For Display Studios 

Display Studios, Inc., specialists in dec- 
orative display backgrounds, industrial ex- 
hibits, display animation and screen process 
work, has removed to greatly enlarged quar- 
ters at 33-40 57th street, Woodside, Long 
Island, N. Y. The firm continues 
the general management of George E 
Harvey. 


under 
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BLISS DISPLAY 
CORP. 


Announces the 
Following Representatives 


MR. HAROLD BROMEL 
CARL BROMEL & SONS 
693 Monroe St. 
DETROIT, MICH. 


MICHIGAN 
OHIO 
INDIANA 


MR. H. W. HILL 
306 North Henderson 
DALLAS, TEXAS 


TEXAS 
OKLAHOMA 
COLORADO 

NEW MEXICO 


MR. ALLEN KAGEY 
2913 W. Leland Ave. 
CHICAGO, ILLINOIS 


SOUTHERN WISCONSIN 
ILLINOIS 
IOWA 
MISSOURI 


MR. R. L. TRISLER 
5104 | lth Ave., South 
MINNEAPOLIS, MINNESOTA 


MINNESOTA 
NORTHERN WISCONSIN 


MR. LEE WALLER 
2823 Hemlock Ave. 
BALTIMORE, MARYLAND 


Continues to Serve the 
Southern Territory 


BLISS DISPLAY CORP, 


460 WEST 34th STREET 
NEW YORK CITY 








28 


DISPLAY WORLD 


JULY, £941 


Display Studio Problems 


Some years ago, when stores were be- 
ginning to think of their window space in 
terms of dramatization, a New York police- 
man rounded a corner and spied a crowd 
in front of Saks-Fifth Avenue. He hurried 
toward the crowd, resolved to “break it up,” 
whatever the reason. 

With a “What's going on here ?” he shoved 
his way toward the window, and_ there, 
draped on a piece of black velvet beside a 
marble column and highlighted by a con- 
cealed spot, was an exquisite lace handker- 
chief, and nothing else, save a small price 
card which read $75! 

That crowd, drama hungry as are all hu- 
man beings, was attracted by the beauty of 
that simple window, shocked at the display 
of a single handkerchief at such an astro- 
nomical price. That was, in its way, a 
dramatized window. 

To dramatize display means to get it off 
the beaten path, to make it sing with “story.” 
However, before that “story” can make it- 
self heard, a window must be seen, Attrac- 
tion then becomes the first problem of the 
display studio which would dramatize for its 
clients in addition to displaying. 

To get attention, a display or a display 
unit may be one of two things. It may be so 
simple as to avoid the ordinary. Or it may 
be strikingly different in concept, so dynam- 
ically dominating that it captures the eye. 
To be neutral is to be lost! 

However, some retail businesses do not, 
by their very nature, allow the luxury of 
simplicity and the strikingly ‘“non-profes- 
sional” look. These are multi-item  busi- 


XXXIV. DRAMATIC UNITS FOR JEWELERS 
By DEWEY MOORE, JR., Sales Manager, 


Forney Studios, Inc., Cincinnati 


nesses. and into this bracket fall most retail 
jeweler’s windows, the windows of mer- 
chants who sell to Mr. and Mrs. America at 
large, and not to a particular wage or wealth 
group. 

Having to sell a great many items to a 
great many people has resulted, in most of 
these cases, in window display stagnation— 
the filling of a series of conventional steps 
with merchandise. 

To answer the basic needs of the jeweler’s 
sales program as it affected his window dis- 
plays and to still inject “showmanship” into 
these windows, was, we found, a hard nut 
to crack. But we believe our studio has 
found the answer in dramatized units such 
as the one shown. 

Here, the merchandise steps of the con- 
ventional jewelry window, allowing a large 
display of merchandise, have been main- 
tained, even strengthened by the use of 
lighting, cloth and colors. By maintaining 
this much of the old style window, we keep 
proved utilitarian selling space. 

We then turn our efforts to dramatization. 
The story of wedding and engagement rings 
is, by nature, one of romance. The embrac- 
ing couple of our window, a cutout softly 
backlighted, sings this song of romance in 
bright tempo, rather than in the common- 
place meter of the window “card.” 


Appealing to the eye, the upright hand 
bearing a diamond ring revolves slowly 
under a soft amber light. The jeweler’s win- 
dow does not lend itself without effort to 
the creation of a feeling of magnitude. To 


overcome this, we added the fluted column, 
a touch of Roman Doric. The classic sim 
plicity of this suggestion of mass masonry 
adds much to the feeling of grandeur and 
stately distinction of the window. 

Elementary in creating drama is the use 
of powerful contrast. Here, this is 
achieved by the use of the mammoth hand, 
at the lower left. Out of proportion and 
therefore jarring to the eye’s conventional 
sense of perspective, it centers attention 
upon itself. In the palm of the large hand, 
on a satin pillow, lies the object toward 
which all of the window’s drama is directed 
—the diamond ring. 

Furthering the window's design treatment, 
full use has been made of the draping possi- 
bilities of the bride’s flowing veil of actual 
lace and the white velvet which leaves the 
oversize hand at either side of the pillow 
The former is used to tie together the up 
right and horizontal planes of the display, 
while the velvet serves to “bridge” the dis 
play to the merchandise in the foreground. 

Full use has been made of lighting. The 
brilliantly lighted window is punctuated by 
colored spots, focused on the main points of 
interest—the column, hand, copy panel, ete. 

By the very nature of the goods they sell, 
jewelers have a rare opportunity for the use 
of dramatized windows and studios can cap- 
italize on this fact. Romance—gift giving 
sentimental holidays—all these are “nat 
urals” for the drama-creative mind. In 
dramatization lies the future of jewelry win- 
dow display creators who seek the unusual, 
eye-attracting, sales-compelling treatment. 
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Full-Size Row Boat of Lucite” 
Makes Novel Display Piece 


A completely transparent, round-bottomed | 


rowboat made entirely of du Pont’s crys- 
tal-clear “Lucite” methyl methacrylate, ex- 
cept for oarlocks and screws, was presented 
by the Scheuer Art Metal Manufacturing 
Company, New York City, at the Interna- 
tional Association of Display Men conven- 
tion in Chicago. The boat is 8 feet 6 inches 
long, has a beam of 44 inches, weighs 96 
pounds, and seats four people. The oars are 
also ot “Lucite.” The unique boat called 
forth much interested comment from Victor 
McLaglen, the movie star, who inspected the 
various exhibits. 

The hull consists of three plastic sheets 
with joints covered with an extra plastic 
strip inside and out, fastened with screws. 
Sixteen ribs of “Lucite,” consisting of half- 
rods, reinforce the boat, giving a_ highly 
ornamental trim. Similar half-rods make the 
rim. A flagpole of “Lucite,” and two com- 
modious seats, each with a 4-inch skirt, like- 
wise add to the decorative value. The 
oarlocks are chromium plated metal. 

Orders will be taken on the boat design. 
Arrangements will also be made to rent it 
for display. Before presenting the boat in 
Chicago, Clemens Scheuer, who conceived 
and fabricated it, personally launched it for 
a trial test in Long Island Sound. 

Burton Bros. Announces 
Window Display Contest 

Burton Bros. & Co., Inc., 267 Fifth ave- 
nue, New York City, makers of cotton fab- 
rics, announces a window display contest 
for retailers showing garments made of 
Burton’s All-American Poplin. The first 
prize to retailers is $250, second prize is 
$100, and third, fourth and fifth prizes are 
respectively $50, $35, and $25. 

An unusual feature is that cash prizes are 
awarded not only to the displaymen in the 
stores, but also to the manufacturers of the 
garments that are displayed in the window 
as well. Also, every participant in the con- 
test receives a fine quality water-repellent 
sport hat made of Burton’s All-American 
Poplin treated with Cravenette. This high- 
styled sport hat is sent to each retailer and 
to the displayman immediately upon receipt 
of the photograph of the window display. 
The contest starts September 1 and ends 
October 31. Burton Bros. has developed a 
special colorful display card in red, white 
and blue which is being made available 
without charge. Judges are leading retail- 
ers and publication men. 


R. G. Meybohm To Head 
NRDGA Sales Promotion 


Richard G. Meybohm, for the past two 
and a half vears sales promotion manager 
for McGreevey, Werring & Howell, Inc.. 
has been appointed manager of the Sales 
Promotion Division of the National Retail 
Dry Goods Association, New York City. 
Before joining McGreevey, Werring & 
Howell, Meybohm had been publiciy direc- 
tor for B. Altman & Co. 

\s manager of the NRDGA Sales Pro- 
motion Division, he succeeds Joseph E. 
Hanson, who recently resigned to join Sim- 
plicity Pattern Company. Meybohm  as- 
sumed his new duties on July 7. 
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FOR DISPLAYS THAT ATTRACT, 
AnD HOLD, ATTENTION! 


Here is a smart use of non-reflec- 
tive silvered White and Blue Dew- 
drop Flexglass. A scintillating 
eye-catching, revolving display for 
Islay Dairy Company. The sky is 
the limit when you work with Flex- 
glass because this real glass can be 
applied, inexpensively, to curved 
surfaces, concave as well as con- 
vex. Think of the beautiful, the 
unique, and the modern effects you 


can create with brilliant mirrors, 


gleaming metallics and lustrous 


opals . . . permanent glass that 
bends. Use Flexglass whenever you 
want exotic, exciting eye-stoppers 

. . niches, columns, panels, back- 
grounds, fixtures, etc. Installation 
is simple and easy because Flex- 
glass can be cemented to any 
smooth, hard surface. “The newest 
thing in glass” will make your dis- 


| plays attract, and hold, greater 


attention. Send today for free sam- 


| ple card showing the 30 colors and 


patterns. 


| Revolving Display of Blue and White 
| Dewdrop Flexglass, used in outdoor 


Dance Garden, South Park, Pitts- 


| burgh, Pa., by Islay Dairy Company. 





UNITED STATES PLYWOOD CORPORATION, 103 PARK AVENUE, NEW YORK 


Manufacturers of Flexwood 


Flexwood and Flexglass are manufactured and marketed jointly by The Mengel Co., Louisville, Ky., 
and United States Plywood Corporation. 
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Seasonalle Ideas... 


SOLAN, Va 





By EVERETT SCROGIN a 


















































-BACK TO SCHOOL BACKGROUND ° 


Left arm of Figure may be made foswing From 
shoulder by means of motor and connections, 
causing the pointer fo move across (he copy 






















































































*SLATE TIE DISPLAY FIXTURE: 
Wallboard slate with TIES cut our 
as windows, behind which various 
tie designs are placed foshow thru 


-SPECIAL FALL FASHIONS SHOW: 
Cutout window bordered with fta// 
leaves and lighted behind pane/. 
Use manneguins or live mode/s 


PINKPETAL 


AUTUMN BROWN 


PINE LEAF GREEN 


BLACIS + ICE BLUE 


MZ, 
== EVERETT SCROGIS = 














—— 








-BOOKISH DISPLAY FIXTURE 


Use schoo/ textbook assemblies 
as fixtures upon which to display 
Students clothing and accessor/es 
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fit 

or 
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Advertising Manager 
Lauds Display 


Speaking before the Pacific Advertising 
Clubs Association in Santa Barbara, Calif., 
m July 2, Russell Z. Eller stressed the con- 
stantly growing importance of point-of-sale 
display in advertising campaigns. Eller is 
advertising director for the California Fruit 
Growers Exchange. 
point-of-sale advertising was ever an ‘ugly 
duckling," he said, “but while the other 
mediums of advertising have been partaking 
of the life-giving space and time nourish- 
ment, the runt has literally brought up the 
rear.” 

Eller then went on to say that in spite of 
the neglect of display, it is probably the 
most important advertising medium of all 
since it reaches the customer 
in her most responsive mood. 


when she is 
He added that 
point-of-sale display does not challenge any 
other medium, nor is it challenged. On the 
contrary, he pointed out, point-of-sale dis- 
play simply completes the joining of all 
hands in the final act of the selling scene. 
Eller said that those responsible for point- 
of-sale display production and creation in 
the past years have been guilty of placing 
too much emphasis on “appearance” and not 
enough on selling appeal; also that too much 
had laid on the 
catching the dealer's f 


stress been necessity of 
fancy to secure his 
help in using the display. He then 
“Now it is designed to sell advertised prod- 
ucts by attracting the customer through 
colorful illustrations—appetizing in the case 
of foods, suggestive of beauty or style in the 
case of apparel and cosmetics.” 

In conclusion, Eller told his hearers that 
down-to-earth, realistic selling copy seems to 
fit point-of-sale display best. Timely co- 
ordination of promotions and expert distri- 
bution of display material were other factors 
on which he laid particular stress. 


said: 


Right City, Right Hotel 
—But No Convention! 

There are always a number of humorous 
incidents which occur in connection with 
conventions, and the forty-fourth meeting of 
the I. A. D. M. in Chicago in June was no 
exception. Probably the one which is oddest 
of all is the case of the New York City 
display manufacturer who phoned one of the 
committee and said, plaintively: 
“Look, I'm here in Chicago, over at the 
Hotel Sherman all ready to set up our ex- 
hibit—and not a soul around here knows 
anything about the display convention. What 
is this, a gag?” 

It took considerable arguing on the part 
ot the committee chairman to convince the 
exhibitor that he had arrived in the right 
city, and the right hotel—but exactly a week 
too early. 


Actors Visit 
Convention 
\mong the many visitors to the 
rooms of the International Association of 
Display Men convention in Chicago late last 
Victor McLag- 
len, who was making a personal appearance 
at one of the Chicago theatres, spent quite a 
t of time examining the various booths, as 
did the two principals of the Chicago cast 
“Hellzapoppin.” 


chairmen 


exhibit 


month were several actors. 
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No. SN 41—107” WIDE x 12’ LONG 


SNOW SCAPE 


A Cool and Stimulating Background for Summer Fur and Blanket Promotions Snow 
Scape is reproduced on a background of Bone White Bulkton Seamless in shades of 


Blue, Orange and Gray. Price per Roll $7.90. 
Write for Your Copy “Display Fashions for Fall and Winter” 


BULKLEY, DUNTON AND COMPANY 


DISPLAY DIVISION 


295 Madison Ave., New York, N. Y. 


2635 S. Wabash Ave., Chicago, Ill. 





Display Materials Shortage 
Not Serious As Yet 


In discussing the effect of defense priorti- 
ties on the display field number of 
manufacturers at the Chicago convention of 
Association of Display 


with a 


the International 
Men it seems clear that no serious shortage 
will develop for some time—probably only 
after the first of the the lack of 
certain metals, cork, and fabrics make itself 
felt. 


year will 


Manufacturers of display foils having 
aluminum base are already affected, 


ever, such metal being requisitioned by the 


how- 


government for use in airplane manutacture 
At least one company is experimenting with 
the substitution of tin for aluminum, with 
very satisfactory results reported. Some fix- 
there will be no 
December. 


ture 
more chromium 


manutacturers§ say 
finish after 


On the whole, the priorities situation has 
not seriously affected the display field as yet 
and it seems fairly that a 
months will elapse before any “pinch” wall 
develop. In the meantime, most manutac- 
turers are reporting 1941 as an excellent 
year from the sales standpoint, and there 
why the last half of the 
decline in the purchases made 
Even it defense requirements 
particular 


sure number ot 


is no reason vear 
should see a 
in this field. 
should cause a 
material, the well-known 
play manufacturers should be 
evolve a replacement that will serve the pur- 
as well or better than the original 


shortage in any 
ingenuity of dis- 
sufficient to 


pose 





Are You Getting 


COMPLETE 
PROTECTION 
from FADING? 





a 
switch over to = 


CALIFORNIA ATTN 


Transparent 
SUN SHADES 


Our material repels 99% of the 

sun’s destructive actinic rays 
and it's more transparent! Safe dis- 
play assured for your most delicate 
fabrics and colors without fear of 
fading, or other sun damage. 


WRITE TODAY tor descriptive folder, 


and new sample swatch. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 
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OUR PLATFORM 


1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display's Power in 
Merchandising. 

6. Absolute Independence of Our Editorial 
Columns. 


VOL. XXXIX JULY, 1941 No. | 


Whither Display?* 

The time has come, in this fast-changing 
world, for the display profession to stop for 
a moment and see where it stands. Year 
after year it has pushed forward, going 
through the wax figure era, the depression 
period, and so on until it is emerging now 
into acceptance as a full-fledged advertising 
medium. But we are not concerned with the 
past; it is over and done with; the past is to 
the present and the future only a foundation 
of experience on which to build. How will 
we use that experience? What will the 
years bring to all of us interested in this 
profession—particularly the next few years? 

The question resolves itself into three 
parts. One is the future of display in a 
physical sense, such as developments in 
lighting, fixtures, mannequins—all the prop- 
erties which figure so prominently in the 
displayman’s daily work. The second part 
is progress through display research. The 
third, progress through the development of 
displaymen themselves. 

In looking at the future of the physical 
aspect of display, I believe we will see many 
changes, brought about in several ways. One 
will be through the constant experimentation 
which every maker of display materials and 
equipment must carry on. Another is 
through the introduction of new materials 
of which no one but the chemist dreams 
today. The third is through the pressure of 
the defense program—and possibly an out- 
and-out war-time program later. Substitutes 
for certain metals, rubber, silk, cork, and the 
like are already making their appearance— 
and you can depend on it that they are 
going to influence display. For example, a 
manufacturer of metallic foils in St. Louis 
has ton after ton of aluminum on hand at 
his plant—but he has received orders from 

*Address by R. C. Kash before the I. A. D. M. 


convention. Chicago, June 2¢ 
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the government to turn it over to an air- 
plane factory. But that company has been 
hard at work on a substitute for its alumi- 
num foil base—and by fall it will place on 
the display market a very satisfactory foil 
with tin taking the place of aluminum—pro- 
viding the government doesn’t place restric- 
tions on tin, also, by that time. Another 
company has announced a plastic finish for 
containers as a replacement for aluminum 
foil on the outside of packages of coffee, 
tea, and the like—and that plastic-finish ma- 
terial seems to be a natural decorative for 
the display field. 

If restrictions on the use of electricity are 
placed in effect we will see a still greater 
use of individual spotlighting of merchan- 
dise in window displays. We may bank on 
this: every restriction, every ersatz material, 
practically every development in these fast- 
moving times will have a reaction on dis- 
play. 

All these are simply hints at the physical 
changes display will see in the future. They 
can be accepted as they come, for they need 
little, if any, anticipatory action on the part 
of displaymen. I am not going into the 
psychological changes involved for your 
customers, because that is a subject too 
broad to be discussed here. 

We come now to a more active situation. 
What of display research? What is being 
done and what can be done to advance dis- 
play through a scientific approach to the 
problems found in this field? I can put it 
briefly by saying that there is more activity 
today than ever before among men and or- 
ganizations in trying to find out what dis- 
play actually means in the movement of 
merchandise. It is high time that this took 
place. For all too many years we have had 
to take display on faith. We knew without 
absolute proof that display is a powerful 
selling factor—just as we know that sulfanil- 
amide effects miraculous cures, even though 
we don't know exactly how it functions. 
True, we have a few instances in which the 
actual advertising power of display has been 
measured—the famous bell windows ot Lord 
& Taylor in New York City which drew 
more than 400,000 phone calls, letters, and 
personal calls to the store during the first 
two weeks they were in use; we have seen 
the “clocking” of a display of books in 
New York which showed that the window 
stopped 13,385 people in one day last Feb- 
ruary; all of you know of other scattered 
examples in which actual records have been 
made of display’s pulling power. But now 
we find efforts being made on a big scale 
to see what display means to the retail store 
and to the national advertiser. 

Hart Schaffner & Marx recently had the 
Psychological Corporation of America make 
an extensive survey to find out what factors 
influence men in their purchase of suits. 
They found that window display—with 17 
per cent-—led all other reasons given. 

A. ©. Buckingham, vice-president of 
Cluett, Peabody & Co., writing in the June 
issue of DISPLAY WORLD, describes re- 
search by his company on the question of 
interior display of related merchandise. 
They found that every 100 shirt buyers 
bought 20 ties when the two items were in 
the same department but not displayed to- 
gether; when the ties and shirts were shown 
near each other, every 100 shirt buyers meant 
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30 ties sold; but when a shirt and tie de 
signed for each other were displayed to 
gether, then tie sales went up to 65 and 
sometimes 75 for every 100 shirts sold. 

National Distillers, New York City, ha; 
been experimenting with display, too. Ac 
curate records showed that a Gilbey’s gin 
window display increased sales in a tes‘ 
store by 157 per cent. Records were kept 
of the sales of three other brands of gin in 
the Gilbey’s price range as control brands 
Obviously, if the Gilbey’s display increased 
Gilbey’s sales at the expense of other brands, 
the display was a success from the stand 
point of the national advertiser, but not 
from that of the retailer. The display not 
only increased the sales of Gilbey’s by 157 
per cent, but sales on the control brands by 
12 per cent as well. Similar experiments in 
other test stores showed an increase in the 
sales of certain displayed whiskies by 596 
per cent, while control brands went up 122 
per cent. I could give you other examples 
of National Distillers’ experiments in dis- 
play, but these indicate the nature of the 
tests they are conducting. 

Carstairs Brothers is another liquor firm 
which is testing display. Coopers, Inc., has 
devoted quite a lot of study to display, with 
the result that this year the big company 
eliminated its dealer cooperative newspaper 
advertising in favor of supplying more dis- 
play material for use at the point of sale— 
and only five dealers wrote in to complain 
about the new policy. Jantzen Knitting 
Mills ten years ago was devoting 5 per 
cent of its entire advertising budget to dis- 
play; now the figure has become 13 per 
cent as a result of display studies. 

All these are a few among many examples 
of national advertisers who are trying to find 
out what display actually means to them and 
their outlets in terms of sales. It is sig- 
nificant that the reports are invariably in 
favor of display. 

Still another project has been set up for 
display research. The Point of Purchase 
Institute opened a New York office last No- 
vember for the purpose of “the research and 
study of point of purchase advertising and 
the dissemination of the knowledge so ob- 
tained.” It has already conducted some ex- 
tensive surveys—particularly in the drug and 
grocery store fields—and just recently got 
the backing of the display committee of the 
Association of National Advertisers. Some 
valuable information should result. 

Where does the International Association 
of Display Men fit into this research picture? 
The association has not had the funds to 
do much along this line since the display 
circulation studies made in 1927, I believe, 
under the supervision of Bill Stensgaard, 
who was president at that time. But there 
should be funds available after this conven- 
tion so that the I. A. D. M. can embark on 
some similar project, and I believe it is the 
intention of the officers to do so. 

Personally, I think that the I. A. D. M., 
through the primary nature of its member- 
ship, is better fitted to do research work 
among the retail stores than from the angle 
of the national advertiser. We need such 
research very badly. I would like to sug- 
gest that some method be worked out 
whereby the help of a number of department 
stores, for example. could be enlisted so that 

[Continued on page 49] 
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Staff Appointments Made 
By Cora Scovil 

Charles T. Vetter, newly appointed sales 
manager for Cora Scovil products, has an- 
nounced that E. P. Coffey has joined the 
sales staff of Vazah, Inc., 304 East 45th 


street, New York City. For the past seven | 


vears Coffey had been associated with Jas. 
8. Williams, Inc., of the same city, for- 
merly distributors of Scovil mannequins. As 


of May 31, Vazah, Inc., of which Cora Scovil | 


is president, took over the exclusive distri- 
bution of Scovil products. Coffey will con- 
tinue to maintain his own office in Kansas 


City and will cover all the mid-Western | 


and Southern states. 

Donald W. Boustead has also joined the 
Vazah sales organization and will handle 
sales in the New York metropolitan area. 
Boustead was for twelve years with the 
American Fixture & Mfg. Company, and 
prior to that was with L. A. Feldman Fix- 
ture Company. 

Another to join the staff is C. B. Meyer, 
Toledo, who will cover the Michigan and 
Ohio territory. 

Cora Scovil has established temporary 
showrooms at the Hotel Pennsylvania, New 
York, as of July 8. 





New Coating Simplifies 
Spray Booth Cleaning 

The Harris Soap Company, Buffalo, N. Y., 
has developed a spray booth coating called 
“Boothcote” that makes it possible to re- 
move accumulated waste paint from spray) 
booth walls, in sheets. No scraping is nec 
essary and the whole operation takes less 
than five minutes per booth. The process is 
a simple one. “Boothcote” is first sprayed 
on the clean metal walls of the spray booth 

. then the waste paint is allowed to build 
up on top of this thin film. To remove the 
waste paint the operator strips off the ac- 
cumulation in as large a sheet as he can 
handle. The booth is re-sprayed with 
“Boothcote” and put back in production 
again, 


Dorothea Brennan Resigns 


From L. N. A. Post 


Miss Dorothea C. Brennan has resigned 
as educational director of the Lithographers 
National Association, Inc., New York City, 
where she has been employed for the past 
hve and a half years, to take on the duties 
of running a small commercial and_ resort 
hotel which she has purchased in West Vir- 
ginia, where her husband's business is now 
centered. Although no successor to Miss 
Brennan has been appointed as vet, it is 
planned that the work of the educational de- 
partment will be carried on essentially with- 
out change. 


Consolidated Arts 
Takes More Space 





onsolidated Arts Company, Philadelphia, | 
has moved to a new and larger plant at 124 


North 15th street. The firm manufactures 


advertising displays and features photo- 


graphic screen process. Barton Pressman, | 


merly of Pressman & Tempest, has been 
le sales manager. 
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1941 CRESCENT 
1100 SERIES CARDBOARD 


SCORES AGAIN WITH 


EW EXTRA TOP COATINT 


“See ~~ 


This NEW EXTRA TOP COATING offers 
you a superior ONE STROKE SURFACE, 
improved ERASING QUALITIES, and 
brighter COLOR VERSIONS. The Smooth 
Texture ,Non-fading and Non-bleeding 
Qualities , and 14Ply Laminated Middle, 
introduced as original features remain 
unchanged. 


We invite you to try the 1941 Model 
Crescent 1100 SERIES Board — the" most 
modern board" manufactured. 


Ml: _— Gauysles One Regecerl 
| GQ Pnoduct of 
CHICAGO CARDBOARD COMPANY 


Sv. WASHINGTON BLVD. CHICAGO, ‘foe : 


\ Pa Sab by Leading Oistributou.— Every 
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- the Tacker with a BACKGROUND 
of CONTINUAL PERFORMANCE 


= by step Hansen Tackers have kept pace with the needs of 
Display and Sign Men not only for general-purpose tacking—but 
new models have been constantly added, until the Hansen line numbers 
thirty-six units. Staples in eighty-one different sizes. 





All units mechanically perfect for maintaining the nine-year Hansen 
record of dependability—all using precision-made Hansen Staples— 
they simplify and speed-up display and sign work. Investigate the 
NEWER Hansen Tackers. Modernize your tacking equipment. 


BLUE-LINE MODELS 


with wee Tehe-op Jaw one rhea A.L.HANSEN MEG. CO. 
now available. HANSCO BY. ee -Y 44) le Nae 
GET DETAILS ay CHICAGO, ILL. 


ASK 
FOR 
FOLDER 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS ==: 





—A subtle tie-up with th: 
Selective Service act is foun: 
in this red, white, blue anc 
silver paint display for Acm: 
White Lead & Color Works 
Detroit. The card reads 
"Select ‘Acme Quality’ fo: 
Service.’ The background 
decoration is a '"'Carvette’ 
in three dimensions— 


—This big 'Hydro-Formed' 
gas display is 81 inches high 
lithographed in full color on 
a waterproof mount board 
for outdoor use. Designed 
and produced by Ketterlinus, 
Philadelphia— 


—This young American is 
learning about "mark-downs'’ 
the hard way; the subject 
is an appealing one to 
Eveready flashlight custom- 
ers. Created in collabora- 
tion with National Carbon 
Company, New York City, 
from the painting by Russell 
Sambrook, and lithographed 
in full color by Forbes Litho- 
graph Company, Boston— 


—Created and produced by 
Forbes for U. S. Rubber 
Company, New York City, 
this display is given the 
likeness of a log cabin; 
signs reproduced as boards 
carry copy which has been 
"burned" into the "wood''— 


—Constructed as a pyramid, 
this unit has a sales message 
on each side—one for a 
"vacation needs" sales mes- 
sage, another for autumn 
days and nights, etc. Cre- 
ated in collaboration with 
National Carbon, and litho- 
graphed by Forbes— 


—"Daylight for your Kitch- 
en!" is the appeal of this 
new fluorescent kitchen dis- 
play introduced by Mitchell 
Mfg. Company, Chicago. in 
full color, it shows a typical 
kitchen scene, with fluores- 
cent light from the Mitchell 
fixture in the ceiling. The 
dealer merely plugs the unit 
into the regular outlet to 
illuminate the display, which 
is 40 by 38 by 10 inches— 


—Reproduced in five colors, 
this Electric Fencer display 
shows the prospect just how 
the device operates and 
dramatizes the shocking ac- 
tion by which livestock com- 
ing in contact with a fence 
charged by the device are 
reminded to stay where they 
belong. Desiqned and pro- 
duced by Lee-Stockman, Ir 
New York City— 
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Fall Color Card 

Released By N. R. D. G. A. 
Representing the combined 
iarket and fashion experts, the 
olor card, the official N. R. D. G. 


1941 fall 
A. basic 


nsemble, is now ready for distribution. It 


volume colors 


hows swatches of the basic 
ior dress, casual and sports coats and suits; 
costumes and 


millinery ; 


wool dresses; rayon. street 


dresses; and shoes for early fall 
selling. 

This coordination chart is used 
throughout the season by many outstanding 
department 
euide to buyers in 


color 


being employed as a 


their 


stores, 


selection, to co- 


ordinate the work of related departments, to | 


train salespeople, and to inform advertising 
writers. 

It is noted that because of the importance 
of color in casual and formalized costumes, 
less black will be used than in previous sea- 
sons; that a large percentage of the 
in black will be taken up by 
brown, and that greens also show a greater 


loss 


shades of 


importance than for many years. 
Diffusers Of Plastic 
For Fluorescent Units 

Diffusion problems in fluorescent lighting 
are simplified by newly-developed Guth dif- 
fusers molded of “Lustron,” Monsanto poly- 
styrene plastic. “Lustron” is basically clear 
transparent and the pigmentation of colors 
used in the shields is closely controlled to 
high light with mini- 
mum glare. The shields, designed and mar- 
geted by Edwin F. Guth Company, St. Louis, 
are sold in different tints for color correction 
of fluorescent light. The light 
weight of the plastic enables the diffusers 
to be suspended directly from the tube, while 
its natural makes 
piece snap-on design. 


insure transmission 


extremely 


resilience possible one- 


Fleischman Appointed 
By ''Tel-A-Tale" 

Martin Fleischmann, Fleischmann Dis- 
Inc., 138 Fifth New York 
City, has been named general sales manager 
for the “Tel-A-Tale” Motion Sign Corpo- 
ration, operating 
trom. the 


plays, avenue, 


offices and showrooms 
same address. 


Unionization For 
Bonwit's Display 

The display department of Bonwit Teller, 
New York City, has been organized by the 
Department Store and Warehouse Union, 
Local 1499, according to a petition for cer- 
tihcation presented to the New York State 
Labor Relations board. 





Bachman Joins 
McGreevey 


\ndrew J. Bachman has joined the New 
York City firm of McGreevey, Werring & 
Howell Company, resident buyers, as sales 
pPiomotion manager. He will have charge of 
store promotion, marketing reports, and 
ndow displays. He was formerly adver- 
ing manager of Kresge Department Store, 
wark. 


t 


\ 
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FALL---WINTER 


COY, DISBROW AND COMPANY, INC. 


686-690 GREENWICH ST., NEW YORK CITY 


National Distributors of NaSeam* 


The Preferred Extra Wide Seamless Display Paper 
*Reg. U. S. Patent Office 


WE SPECIALIZE IN MULTI-COLOR PANELS AND VALANCES 


OUR 


AND 


CHRISTMAS 
CATALOG 


NOW READY 


SEND FOR YOUR COPY 








149 W. 24th STREET 
Tel. Ch. 3-3540 





A COMPLETE SOURCE OF 
DISTINCTIVE DISPLAY 


We are equipped to give you the full display coopera- 
tion of the most complete organization in the field. 


VICTOR HAIDA DISPLAYS, INC. 


NEW YORK CITY 
ADEM Member 





ee 
Adele Allerhand 
With Vazah 
Cora Scovil announces that Adele Aller- 


hand has joined Vazah, Ine., 304 East 45th 
street, New York City, as advertising and 
publicity director. Miss Allerhand formerly 
Was publicity director tor Hirshon-Garfield, 
Inc. 


"Window-Shopping Drivers’ 
To Be Discussed 


One of the subjects for discussion at the 
National Institute for Traffic 
Safety Training at the University of Cali- 
fornia in August will be “What can be done 
to break habit ot 
shopping when they drive.” 


fourth annual 


women of the window 


Display Of Precious Stones 


For Anniversary 
The W. J. Frank Akron, in- 


stalled a large and impressive group of dis- 


Company, 


plays featuring valuable gems of all kinds 
in connection with the seventieth 
this month. 


store's 


anniversary 





THEY'RE NEW 


TIMBERTONE VENEERS 
BRICK---STONE--- WOOD 


SHEETS 3'x8' SHIPPED ROLLED 
LONGER LENGTHS TO ORDER 


Accepted and used extensively by many of the 
foremost designers of displays throughout the 


East 
WRITE FOR SAMPLE BOOK 
JOBBER TERRITORIES AVAILABLE 


TIMBERTONE DECORATIVE CO., Inc. 


21! East 45th Street New York, N. Y. 
MUrray Hill 2 8149 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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44TH |. A. D. M. CONVENTION 
OUTSTANDING SUCCESS 


[Continued from page 7] 


ready to be searched by the modern display- 
man. If he is one of the advanced kind, he 
gladly takes the time and effort to plan his 
windows with this literary background in 
mind. How easy it becomes to him to de- 
velop new angles to any promotion which 
is given to him. How easy it is for him to 
create his own promotions and convince the 
people around and above him of his ability, 
to create the so-called atmosphere which is 
much talked of, but so rarely realized. 

“Approaching the problem of display from 
the angle of knowledge of the past, present, 
and future, we will discover that we will 
never become short on new subjects or new 
angles of treatment. We do not have to 
wait for outside injections or brainstorms.” 

Gabor criticized the display salesman 
“who, the second he slips out of New York, 
uses as his greatest sales weapon the photo- 
graphs of windows of certain New York 
stores, telling us triumphantly of this or 
that gadget which is included in them. I 
must admit that they are very satisfactory 
windows, but... it is only naive of the 
displayman in the provinces to believe that 
by buying some highly praised accessory he 
will achieve a Bonwit Teller window. I, for 
my part, try to cut this kind of salesman- 
ship short and handle it as an assault on my 
intelligence, since | know that no creative 
work can be done by putting a disconnected 
part of other people’s windows into my win- 
dow.” 

The speaker concluded by saving: “I see 
many possibilities for the displays -ot the 
future when displaymen adopt a more en- 
lightened approach. By striving for the 
creative approach, | am sure that everyone 
will discover a greater satisfaction in his 
work, and a tendency on the part of the man- 
agement to acknowledge him as a valuable 
part of the executive staff.” 

The next speaker was Frank G. Bingham, 
display director, Robertson Brothers, South 
Bend, who chose for his topic, “Aspirins for 
the Display Profession.” He dramatized his 
talk by displaying four immense plaster as- 
pirin tablets as the means of curing several 
headaches in this field. The first tablet was 
labeled “Purpose,” and of it Bingham said: 
“Far too many displaymen lack that purpose 
in life to make something of their own pro- 
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fession. Far too many only half commit 
themselves to what they are doing. They 
fail to see that the job of presenting mer- 
chandise intelligently from the front. side- 
walk to the alley, from the basement to the 
roof, is the greatest job of all. Your job 
today may not be the most important in your 
store, but you must have the desire to make 
it the most important. You must sell every- 
one your purpese, if you are going to make 
display merchandising your life work. 

“This second tablet is labeled ‘Interiors.’ 
\ great deal has been said about this head- 
ache, but little has been done about it. This 
is not entirely the fault of the display pro- 
fession, because management for years has 
failed to realize the importance of merchan- 
dise presentation where the customers buy 
the goods. For one thing, the display 
department should have at least several 
meetings with new selling personnel and sell 
them the importance of display and its func- 
tions in a store. The display department 
should teach as well as preach display 
among the store’s personnel, ‘ For vears 
the display profession has been putting re- 
lated items together in the windows. You 
know how you gather them up from = near 
and far. The customer goes in the = store 
expecting to find things as she sees them in 
the window—but here is where her search 
begins. Salesperson after salesperson waves 
her on to the next department, and by the 
time she is through she’s a wreck. ... The 
display executive who neglects his interiors 
is neglecting his purpose and hindering his 
advancement. 

“The third aspirin is ‘Help. In a survey 
I took last year I found that 72 per cent of the 
display profession throughout the country 
believes that a lack of help prevents them 


—The photograph at the lower left shows a 
group on the roof outside Stensgaard's pent- 
house. Left to right, Messrs. Nickel, Kieffer, 
Krouse, Barber, Alexander, Clemens, Henrich, 
Meyer, and Tirman. Lower right, still an- 
other group of penthouse visitors—Nathan Sil- 
verblatt, DISPLAY WORLD; Leo Weyman, Car- 
rata Company, Los Angeles; John E. Cooke, 
Coulter's, Los Angeles; Al Parke, W. L. Stens- 
gaard & Affociates, Chicago; J. W. Turnbull, 
Monsanto Chemical Company, Springfield, Mass.; 
J. W. Goldstein, Stix, Baer & Fuller, St. Louis; 
R. R. Richmond, Bloomingdale's, New York City; 
W. L. Stensgaard, and Harvey Pettit, Robinson's, 
Los Angeles. . . . (These photographs, as well 


as several others used in the convention report, 
are by courtesy of W. L. Stensgaard)— 
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from doing a better display job. In son 
stores this means that one additional maz 
in others, two or three. Investing in hel; 
for selling merchandise has always been 

sound business theory, but why retaile: 
pass up the display department as a sellin 
We are kid 
ding ourselves 1f we think we can do a gou 


department is beyond me. 


job without long hours—and long hours at 
the biggest breeders of discontent. = Th 
alert retailer should right this wrong befor 
it is too late. More help to sell merchan 
dise by presenting it attractively at the point 
of sale is an investment that always pay 
dividends. 

“The fourth and last tablet is labele 
‘Encouragement. You won't have a_ ver 
high purpose in life if you don't use en 
couragement. You won't have a very satis 
factory interior job if you don't use it every 
where in the store. You won't have hel; 
that will work for you and stay with you ii 
you don't practice it. You won't get mucl 
out of your job unless you receive some ot 
it as well as give it out to others around 
you. It really works wonders for curing 
any kind of headache and next time you 
encourage someone note how good it makes 
you feel. 

“In conclusion, with all the headaches 1 
our profession—if we but keep our purpos: 
foremost in our minds, work on our interiors 
where our customers are, insist on selling 
personnel because display is a selling depart 
ment, and give encouragement to all those 
around us, our headaches will stop. Think 
this over.” 

The next speaker was Dan Hines, field su 
pervisor for Sears, Roebuck & Co., Chicago, 
who talked on “Streamlined Selling.” (His 
complete address is given elsewhere in this 
issue.) 

J. R. Cooper, display director, Mandel 
Brothers, Chicago, was chairman of the ait 
ernoon session. He introduced Maurice ‘1 
Reilly, of the business and research division 
of the Chicago Tribune. (Reilly's talk is 
given in detail elsewhere in this issue.) 

Next came the showing of a sound and 
color fashion film, “Honeymoon Flight,” to 
gether with a short talk by T. FE. Oakes, 
manager of the Chicago convention bureau 
of Transcontinental & Western Air, Inc. He 
described the factors entering into the mak 
ing of the film, and its successful use by 
Carson Pirie Scott & Co., which collabo 
rated in its production, to stimulate sales 
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i fashion merchandise. He also men- 


tioned the availability to department stores | 


of a simulated portion of the side of a 


Douglas plane for use in style shows and 


displays. 


Tuesday night was left open and many of | 
the visiting displaymen gave the windows of | 


the famous stores of State street a thorough 
inspection. 

There were no speakers on the program 
for Wednesday morning. Instead, under the 


guidance of George Hermanson, some 125 | 


delegates spent several hours visiting the 
Lighting Institute. After listening to a short 
organ recital, they witnessed a demonstra- 
tion of light waves, and were shown all 
forms of electric lamps from the first in- 
vention of Edison up to the very latest equip- 
ment. 

Perry Smith, assistant display director, 
Montgomery Ward & Co., Chicago, took 
over the chairman’s duties at the afternoon 
meeting. The first speaker was Franklin 
Lamb, Printasign Corporation of America, 
Chicago. Lamb referred to “the deplorable 
condition of merchandise presentation caused 
by the lack of proper selling signs—signs 
that might easily turn merchandise into 
‘talking’ displays.” He continued: “Every 
sign and every display is a sales persuader. 
Although not as effective as a sales person, 
it is of utmost importance. On Saturdays, 
during the Christmas season, and at other 
peak periods, there are frequently fifteen 
times as many potential customers in the 
store as there are sales people. This is an 
added argument for the suggestion that as 
many wanted and seasonable items as pos- 
sible should be attractively displayed with a 
sign that answers the questions which are 
not entirely obvious to the customer. : 
The proper display of merchandise with a 
correct sign enables us, especially on peak 
days, to add substantially to the number of 
impulse purchases, to the store volume, cus- 
tomer satisfaction, and profits.” 

After discussing at length the proper 
“signing” of a store, Lamb concluded by 
saying: “Remember that 75 per cent of all 
the signs used in all the stores are inade- 
quate, incorrect, or misleading; that the use 
of comparative prices on signs is probably 
the most abused practice in sales promo- 
tion, and that 95 per cent of all the com- 
parative prices are dishonest and if used 
in the newspapers would leave the stores 
open to citation trom the Federal Trade 
Commission and complaint from the Better 
Business Bureau. Remember that the great 
chain stores feel that the presentation of 
merchandise with complete signs is as im- 
portant as any one feature of their promo- 
tional operation, and as you _ take this 
thought back home remember that the re- 
sponsibility for the signing job is entirely 
in your lap. The only way you can accom- 
Plish it satisfactorily is by shocking the 
management into a belief that a better sign- 
ing job means more business and that the 
existing job is inadequate for your fine 
store.” 

(The complete text of Lamb’s address will 
appear in the August issue of DISPLAY 
WORLD.) 

R. C. Kash, editor, DISPLAY WORLD, 
was the next speaker. He discussed “Whither 
Display?” from three angles — physical 
changes through developments in display 
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Capture the Attention of Your Town with 


America’s First Lucite Boat 


The sensation at the I. A. D. M. Show. Shown in news reels and newspapers all over the 
country. 8’ 6” long—with Lucite oars. This boat will be rented on an exclusive basis. 
First come, first served. Write for rental terms. 


SCHEUER ART METAL MFG. CO. 


LAckawanna 4-3005-6 307 W. 38th St.. New York City 











USE THE OPPORTUNITY EXCHANGE 
For Any WANT AD Purpose: 

POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch : . - - CASH WITH ORDER 
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materials and equipment, development 
through actual display research projects, and 
development of the professional angle. (The 
complete address appears on the editorial 
page of this issue.) 

Under the benign guidance of Carl Haeck- 
er, the next event took the form of a “Dis- 
play Information Quiz.” Haecker served 
as the “professor,” garbed in cap and gown, 
while the others participating were Chicago 
displaymen and women—Doris Kent, Rus- 
seks; Eleanor Gullett, Spaulding-Gorham ; 
Jack Pollari, Madigan Brothers; John T. 
Chord, Marshall Field & Co.; Jerry Pizer, 
De Mets Stores; EF. J. Berg, Durable Dis- 
plays, Inc.; Robert O. Johnson, Common- 
wealth Edison Company; W. C. Bowen, The 
Hub; Les Barofsky, Morris B. Sachs; John 
Courtney, Sears, Roebuck & Co., and J. W. 
Campbell, Carson Pirie Scott & Co. The 
audience was somewhat disappointed to 
find that all the questions and answers had 
already been prepared and that the “stu- 
dents” were not to answer extemporaneously. 
But the “Quiz” was really interesting, and 
got a fine reception from the delegates. 
Among the many points brought out were 
the following: that women influence the 
buying of 85 per cent of all merchandise 
purchased; that good men’s wear display 
must doa good color coordination job, show 
vividly what is good fashion for men, and 
tell a specific story about the merchandise ; 
that candy and food displays must appeal to 
the appetite or the sentimentality of the 
shopper through a_ general technique of 
neatness, orderliness, and cleanliness; that 
State street is the most brightly lighted 
street in the world. Many other topics were 
included in the “Quiz” but must be deleted 
here because of lack of space. 

\t the business meeting on Wednesday 
afternoon, John L. King, managing director 
of the I. A. D. M., reported on the financial 
situation of the association. The figures 
quoted are subject to audit, but are reason- 
ably accurate. King listed the approximate 
net worth of the I. A. D. M. as of June 
1, 1941, at $13,527.59. Deducting the esti- 
mated cost of the convention, or $5,000, the 
association is left with a convention account 
of $8,527.59. Adding to this the regular ac- 
count of $3,327.27 carried over from last 
year, the organization has total cash assets 
f about $11,854.86. 

King announced that the board of direc 
tors had voted $1,000 for the coming fiscal 
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year to handle additional help, postage, 
printing, and the like for an educational 
program and similar work. Another thou- 
sand dollars was voted for the completion 
of the book, “The Evaluation of Window 
Display,” started several years ago and 
which has been about half completed. After 
all deductions are made, King said, approxi- 
mately $5,527.59 will be left for operating 
expenses. 

A nominating committee composed of Gra- 
ham Waters, Brooklyn; John McCarthy, 
Boston, and Everett Quintrell, Dayton, rec- 
ommended the reelection of all present offi- 
cers and directors. After calling for fur- 
ther nominations from the floor and none 
being received, E. J. Berg moved that the 
election be by acclamation. Although this 
motion was carried unanimously, it was 
later decided that the best interests of the 
association could be served by some changes 
in the line-up of the board of directors. 
Accordingly, the present officers and direc- 
tors are as follows: president, Joe McCann; 
first vice-president, Ray W. Parks; second 
vice-president, Donald A. Ferguson, De- 
troit; third vice-president, Joseph F. Bron- 
sing, Bry-Block Mercantile Company, Mem- 
phis; treasurer, Richard A. Staines, Van- 
dever’s, Tulsa. Directors: chairman, Erwin 
\. Hiffman, Hiffman Display Service, St. 
Louis; John McCarthy; Charles Lenhart, 
Hochschild, Kohn & Co., Baltimore; Eugene 
Turner, Zachry’s, Atlanta; Everett W. Quin- 
trell; Joseph Apolinsky, Loveman, Joseph & 
Loeb, Birmingham; Robert ©O. Johnson, 
Commonwealth Edison Company, Chicago; 
George H. Wagner, J. L. Brandeis Com- 
pany, Omaha; L. L. Wilkins, Pizitz Dry 
Goods Company, Birmingham; Ed_ Sher- 
wood, Sherwood Display Service, Cody, 
Wyo.; Lothar Dittmar, D. M. Reed & Co., 
Bridgeport, Conn.; J. Roy Stewart, Barker 
Brothers, Los Angeles. 

\ motion was made by Carl Haecker that 
all past presidents and executive secretaries 
of the association be presented with a life 
membership in the I. A. D. M. The motion 
was carried, as was one by E. J. Berg to 
the effect that a special lapel button be 
struck off for all in the association tor 
twenty-five years or more; it was further 


—A tale of two cities: St. Louis display factors 

are pretty well represented in the photograph at 

the lower left, while Chicagoans predominate in 
the informal group at the right— 
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provided that this group should serve as 
advisory council for any member wishing 
its services. 

Paul Kloeris, Union Electric Company 
Missouri, presented the national associati 
with seventy-three paid-up membership, 
from the recently reorganized St. Louis Di; 
play Club. 

Also at the Wednesday afternoon busines, 
meeting, a resolution was introduced by \\ 
Bartikoski, Oreck’s, Inc., Duluth, calling 
for the formation of a “Fifteener’s” group 
within the I. A. D. M. membership bein 
restricted to those who have attended fi 
teen conventions or belonged to the organ 
zation for fifteen years. 

The lovely Marine dining room of th: 
Edgewater Beach hotel was the scene ot 
the annual banquet, and afterwards most oi 
the delegates adjourned to the Beachwalk to 
enjoy the cool lake breeze and to dance to 
the music of Russ Morgan. 

J. E. Vent, Rike-Kumler Company, Day 
ton, Ohio, was announced as the winner of 
the grand prize in the annual display photo 
contest, with H. Garfinkel, George B. Peck 
Company, Kansas City, placing second. Del 
S. Ford, Consumers Power Company, Jack- 
son, Mich., placed third, Joseph Apolinsky 
fourth, and William Arinow, Shillito’s, Cin 
cinnati, fifth. The sweepstakes award went 
to H. Garfinkel for ladies’ wear, Del S 
Ford for utilities displays, Joseph Apolin 
sky, for men’s and boys’ wear, and J. R 
Stewart, for furniture. 

The Auxiliary branch of the national or- 
ganization conducted its own program, sup- 
plemented by attendance at the cocktail 
party, the Monday luncheon, the boat ride, 
and the banquet and dance. Mrs. E. W 
Booth, Memphis, was elected president; Mrs 
T. J. McCormick, Detroit, first vice-presi 
dent, and Mrs. John T. Chord, Chicago, and 
Mrs. N. Silverblatt, Cincinnati, were re- 
elected secretary and treasurer, respectively. 

Thursday morning, as usual, was devoted 
to last-minute purchases and to a final in 
spection of the various exhibits. 


Conway Promoted 
By May Company 

Formerly assistant to O. M. Grant, The 
May Company, Baltimore, Harry FE. Con- 
way has been placed in charge of the display 
department following the resignation of 
Grant. 
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Milwaukee Club 
Holds Meeting 


The May meeting of the Milwaukee Dis- 
play Club was held on the 21st at the Hotel 
Pfister, with forty members present. The 
principal talk was given by Bernard Mc- 
Ronald, lighting sales engineer of Birdseye 
lamp sales division of the Wabash Appli- 
ance Corporation. He discussed “Store 
Window and Interior Lighting,” and accom- 
panied the address with a lighting demon- 
stration. William Kramer, Fostoria Pressed 
Steel Corporation, spoke on “Infra-Red 
Radiant Energy” as used in conjunction 
with lighting equipment and for drying. 

An interesting talk was given by Captain 
De Ment, recruiting officer for flying cadets 
in the Milwaukee district. 

Eric Schwengel, club president, announced 
a contest by the Down-town Merchants As- 
sociation for suggested street decorations 
for next Christmas. The contest is restricted 
to club members. 

A prize of $5 was awarded William Heth, 
Heth Lighting Company, for his winning 
design in the club's letterhead contest. 
Display Institute 
Awards Scholarships 

Four high 
awarded full tuition scholarships valued at 
$400 each for a complete course in window 
display and retail advertising at Display 
Institute, 3 Kast 44th street, New York City. 
A competition was held by the school at its 
quarters on June 7, in which a_ selected 
number of high schools participated. The 


school seniors have been 


contest consisted of a practical examination 
designed to reveal each contestant’s adapt- 
ability to the field of display and advertis- 
ing. 

The jury ot award chose the following to 
receive full scholarships: Jean D'Amico, 
Lindenhurst, Long Island, N. Y.; Doris 
Chamberlain, Valley Stream, Long Island, 
N. Y.: Evelyn Shock, Dumont, N. J.; Char- 
lotte Winter, Ridgewood, N. J. 


Three-Dimensional Paper Units 
Announced By Marquardt 

The display paper division of Marquardt 
& Co. Inc., 75 Spring street, New York 
City, has announced that it is now fashion- 
ing, from paper, window display units in 
three-dimensional form. Some of the units 
are from 6 to 8 feet high and are made from 
rolls of 107-inch “Wind-O-Width” paper. 
Most of the units are done in full-scale size 
for windows and can be individually placed 
as desired. Full information can be ob- 
tained from the address above, as well as 
copies of the firm’s new four-color catalogue 
for fall and Christmas. 


Colorful Travel Posters 


Available Free 

The Southern Pacific Company, San Fran- 
cisco, has produced a set of six colorful 
travel posters which are offered free to dis- 
laymen on condition that they be used 
ntact in connection with promotional dis- 
play. They can be obtained direct from the 
Southern Pacific or through Benjamin AI- 
Studios, 741 Wall 


aun, General Display 


street, Los Angeles. 
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Miss Mileo Acclaimed at the Show! 


This little lady had them talking. Displaymen 
from all over the country were cheering this 
delectable Miss. She’s got what it takes; ap- 
pealing and attractive. she’s pulling them in 
with her charm—turning those shoppers into 
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buyers. Her flexible waist gives that “active” 
look that sells. Interchangeable. movable arms 
for variety add to her all-around usefulness. 
She’s a beauty, and she is just one of Mileo’s 
complete new line of men, women, misses. 
juniors, teen-age and children. Go to the 
Mileo showroom or write today for photos 
of this merchandising line. 


BUY DIRECT FROM THE MANUFACTURER—SAVE THE MIDDLEMAN’S PROFIT 


CREATOR 
SINCE 1900 


aes eS. 


7 WEST 36th ST. 
NEW YORK 








NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets, overnight without removing 
from the floor. @Perfect for use with air-gun or 
re-coloring Draperies. @All colors and black. 


For complete information and sample (color 
selected should be same as in present carpet, 
or darker) write 


HELMS CHEMICAL COMPANY 


1014 N. Harlem Ave. River Forest, Ill. 








CARSTENITE 
(Actual Wood, Resin Fused to Masonite) 
The Ideal Display Material 
eSigus @ Backgrounds 
@ Fixtures 


@ Displays 
Send for free Sample and Literature 


: 228 NO. LASALLE ST. 
Carstenite Sales “* CwicdGo, ILL. 








THE BRISCHOGRAPH 


makes you an artist instantly 
for posters—backgrounds 
SEND FOR CIRCULAR 


THE BRISCROGRAPH CoO. 


26 W. WEISHEIMER RD. COLUMBUS, OHIO 
Established 1926 
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ber of the Chicago Display Sales Promotion 
Club for a great convention. You put it 
over in a manner befitting your long repu- 
tation as 
ventions. You were perfect hosts, on the 
job from start to finish, calm, efficient, and 
friendly. May you long continue your good — on 
daughter. Bringing them back, we saw what 
- - a real thrill a 3-year-old can get from such 
\fiter tossing two dollars in John Homer’s a 
smiling face at the registration desk on Sun- 
day afternoon I received a blue badge which 


works. 





\ plastic orchid to each and every mem- 


“putter-overs” of many past con- 


The DISPLAY PARADE no.28s 
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Think this over 


bead ; 
Y CE BY FRANK G. BINGHAM Sl 





permitted me to pass by the door guards 
and enter the exhibits at the top of the 
marble stairs. The sound ot “Kling-tite” 
tackers in the distance told me the final 
touches were being put here and there. The 
sight of the big mechanical elephant at 
Messmore and Damon’s space made me turn 


my heels and hunt up my wife and 


masterpiece of mechanical ingenuity. In 


fact, this elephant really symbolized the 
whole convention in one word—big. 


—by Tony Brinker 






















































GARDENING 1S 
WIS NUMBER 
woety__. 


WHEN HE FINDS 
THE TIME 






... WE ATTENDED ASATURDAY MORNING- ons 
AUTRE NEN YORK SCHOOL OF FINE AND APPLIE 
ARTS WHILE IN BIG SCHOOL . UPON GRAD. 
VATING FROM RUTGERS WE PRUCEEDED To 
EUROPE WHERE WE BECAME INTERESTED IN 
THE FRENCH DESIGN STUDIOS IW THE DEPART- 
MENT STORES. 


AFTER A SOMEWHAT LENGTHY STAY ABROAD WE 
RETURNED TO THE U.S. To STRIKE out FOR 
THE CAREER WE INTENDED TO PURSUE.... 
DESIGNING FOR DEPARTMENT STORES. 
WILE I RARIS WE DESIGNED EVERYTHING— 
RUGS. TEXTILE S— FURNITURE - POTTERY, ETc. 


GEORGE a. 





DISPLAY DIRECTOR , 
M°CREERY'S. 
NEW YORK CITY 


. THIS DYNAMIC YOUNG MAN, 
“HE DESIGNER OF MECREERYS 
Famous RESTAURANT, THE 
* BIG TOR”, IS ONE OF “THE FnosT 
ACTIVE DISPLAY DIRECTORS IN 
THE COUNTRY.... 


xe Mog TSLAMOROUS | AND 


AUTA wed 


vj HE HAS NN IMPRESSIVE 
Og CREDIT YE CREATED 
{WE ORIGINAL YOUNG en Youre 


L 
STORES FOR MONTGOMERY WARD. 
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The Sunday night party lived up to a 
expectations and was one of the best get-t: 
gethers of its kind ever held at any conve: 
tion. The dark-haired girl playing th 
xylophone after thunderous applause tin 
and again finally went to the mike an 
said: “You’re wonderful, this is the fines 
audience I have ever played for!” Th 
juggler that followed next didn’t do near] 
so well, but the dancing team pulled 
splendid stunt by getting the crowd to d 
the dances they were doing. J. J. Sulliva: 
the mannequin salesman deluxe, was doing 
boops-a-daisy without missing a boop, muc! 
to the enjoyment of the Chicago balcon 
viewers. 


Bill Cahill, convention director, made a 
speech without moving around as is his us 
ual custom—and this was the only stand 
still part of a full, fast-moving evening of 
fun and entertainment. 





The opening session on Monday morning 
brought forth a large crowd to hear thi 
Honorable Edward J. Kelly, mayor of Chi- 
cago, give his stirring address of welcome 
This was not just another give-you-the 
keys-to-the-city speech, but a real address 
on Americanism. He stood below the five 
large draped flags at the base of which was 
fastened the emblem of the International 
Association of Display Men. Never have | 
seen the word “International” mean so littl 
and look so out of place as the mayor's 
words aroused spirited applause. We had 
an opportunity at Chicago to tell the world 
we were what we are—good American dis 
play executives promoting good American 
displays, but no action was even suggested 
as to changing the name of our association. 

George Bailey, Sears, Roebuck & Co., gavi 
a fine address which should have been heard 
by every merchant. He said: “Merchandis« 
presentation must be made an integral part 
of the selling job, it must include every 
display in the store.” Men like Bailey should 
be our hope in obtaining the things our pro 
fession needs. 





The I. A. D. M. under the leadership oi 
McCann and King, the Washington two 
some, in the past three years has picked up 
enough lost balls on the display course to 
net the association a handsome profit oi 
around $11,854.86. On this record they wer 
reelected to caddy us around another year. 
Not taking any chances on the course being 
used for a defense plant, the board of direc 
tors wisely purchased a $5,000 government 
bond. Three thousand dollars were also 
set aside for an educational program which 
we will all watch for results. A $500 bonus 
was voted to John King, the executive sec- 
retary, at one of the many sessions held by 
the board of directors. The I. A. D. M., a 
viewed by many attending the convention, is 
on the open road. Where this road will lead 
in the next twelve months is hard to predict, 
but alertness on the part of everyone in the 
display profession, a desire for its future 
welfare, and a will to do something for the 
profession must be fastened to the masthead 
Money, as you well know, has always been 
the alibi for not doing anything to promote 
display nationally in the past. We have the 
[Continued on page 45] 




























JULY. 194) 


SAY BOSS, HAVE. 
YOU NOTICED How 
THE NEW“ CUTAWL 
MADE’ DISPLAYS 
BRING PEOPLE IN 
THE. STORE? 


HAVE AL50 
NpTICED THE 

| GREAT INCREASE 

| IN OUR SALES, 

: THANKS T0 THIS 
GOOD WORK, 


| |™ Culawt 


—a high speed, electric cutting ma- 
chine will make your display work 
I easier, more economical and more 
| profitable. 


WRITE FOR CATALOG AND 
EASY PAYMENT PLAN 


. INTERNATIONAL REGISTER CO. 
13S. Throop St. Chicago, Ill. 
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| Display Distributors 
Form Association 

Display materials distributors represent- 
ing all sections of the nation met at the 
Hotel Sherman, Chicago, on June 22 and 
completed the formation of the National As- 
sociation of Display Distributors. This 
organization was formed while the conven- 
tion of the International Association of Dis- 
play Men was in progress. 

The action resulted from a movement 
started at the Detroit convention in 1940, 
at which time the distributors discussed the 


many problems in the display field and ap- 
pointed a committee to outline plans for the 
formation of the current group. The com- 
mittee was composed of Joseph E. Podgor, 
chairman; I. T. Vierheller, and Albert Bliss. 

Under the temporary chairmanship of Jos- 
eph Podgor, an election was held at the 





Chicago meeting, with the following being 
named to office: president, I. T. Vierheller, 
Garrison-Wagner Company, St. Louis; vice- 
president, Harry W. Himelhoch, Display 
Creations, Detroit; secretary-treasurer, Jos- 


| eph E. Podgor, of the firm of the same 
name, Philadelphia. 
The aims of the N. A. D. D. are expressed 
as: cooperation with the manufacturers in 
| a combined effort to raise the standards of 


| the trade; to establish a central clearing 


| house for the dissemination of display in- 


formation and to aid the displayman as a 
liaison group in conveying his ideas to the 
manufacturer; active cooperation with the 


| I. A. D. M. and any other organized groups 


d MERCHANDISING | 


DARLING 
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y Stock Carried in St. 
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that exist or may be formed in the future. 

The charter members of the N. A. D. D. 
are: Garrison-Wagner Company; Display 
Creations; Joseph E. Podgor Company, Inc. ; 
Cappy & Co., Pittsburgh; Shur-Nuff Dis 
plays, Duluth; Marshall Moody, Dallas: 
Advertising Displays & Decorations, Cleve- 
land; Modern Displays, Washington; Dis- 
play Paper Products, Chicago; National 
Decorators Supply Company, Indianapolis ; 
Becker Sign Supply Company, Baltimore; 
Southern Importers & Exporters, Houston, 
and Harvey J. Maxwell Company, Kansas 
City, Mo. 


Canadian Newspapers 
Plan Display Program 

To assist retail merchants and _ national 
advertisers, Canadian newspapers this month 
embarked on a point-of-sale display project 
which will cover the entire nation. The 
program calls for the creation of a series 
of displays based on the “related selling” 
theme. These will be distributed monthly 
to several thousand of the best retail outlets 
in the Dominion through local papers. It 
is expected that some 2,500 desirable display 
locations will be lined up for the campaign, 
and dealers are reported cooperating very 
well. 


George Bengel Wins 
Display Contest 

First prize in the Expanso belt window 
display contest has been awarded to George 


| Bengel, Parson-Souders Company, Clarks- 
| burg, W. Va. The judges were Myron 


Kronheim, formerly editor of Men's Apparel 
Reporter; W. D. Williams, editor, Men's 
Wear, and Edson Poler, formerly eastern 
editor of Apparel Arts. 


4! 








ideas 


a good idea is 





a sound basis for 
successful selling 


and successful 
DISPLAYS 


GLOSSI- 
ROLL 


DISPLAY ITEMS 


present unusual opportunities 
for dramatic, original display 
ideas. 








GLOSSI-ROLL DISPLAYS are 
noted for their striking color, 
form and versatility. 


WRITE FOR DETAILS 


EXCELSIOR 


PAPER SPECIALTIES 


CO. INC. 
622 W. 57th Street, N. Y. C. 
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Fi 
_Make your displays live 
ee : % 
. . . With SpeedWay Motion 
Animate your displays with SpeedWay Motors 
and Mechanisms . . . force attention, demon- / 
strate and sell, multiply the effectiveness of < 
your merchandise display, stage your specials 
on SpeedWay Turntables, that show all sides, 
tell more, sell more. SpeedWay is display 
animation headquarters with Turntables from 
5 to 500 Ibs. capacity and a complete line of 
back-geared miniature electric motors end = 
motion mechanisms, that will produce any < — 
motion or series of motions af any sp —_ 
that plug into any 115 V light circuit, can & 
set up anywhere. 
Write for catalog of SpeedWay Display 
Motors or better still, send rough sketch and 


describe effect wanted. SpeedWay experts 
will tell you how to do it and the Costs. 


aca g 


Te at 








“THANKS A MILLION” 


The grand reception you gave me at the 
Convention took my breath away! Don’t 
forget to look me up at my New York show- 
rooms. Let's get better acquainted. In the 
meantime, send for free booklet which 
t-e-l-l-s a-l-l. 

Millie Marlboro 

Connie Coronet 


Presented by 


The Dtsplay Equipment Corp. 


147 West 37th Street New York City 








Coy, Disbrow & Company, Inc. 


107” “NO SEAM” PAPER 


@ e Multi-Colored Processed Panels 

e@ @ Multi-Colored Processed 
Valances 

e e Complete Range Plain Colors 

@ e In Stock for Immediate Delivery 


GARRISON-WAGNER COMPANY 
“NO SEAM” Distributors 
“America’s Most Complete Line of 
Display Accessories” 


1629 Locust Street St. Louis, Mo. 











You're Bound To Be Stuck—If You Use 
MYTEE-BOND ttursivs 
FOR DISSIMILAR MATERIALS 


IRA I. SLOMO Adhesive 


Specialist 
Thomson Ave. Long Island City, N. Y. 
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STREAMLINED SELLING 
LContinued from page 16] 


customer is interested in merchandise only— 
that is what she comes into your store to 
buy, and the most efficient and_ profitable 
which allows her to make 
selection in the shortest 
amount of time. Check, and you will prob- 
ably find that your store is not set up for 
that kind of selling. The idea that you must 


operation is one 
an intelligent 


provide personal attention for every cus- 
tomer in the store is strictly “horse and 
buggy” thinking. Actually, even the great- 


est exponents of open display know that the 
principle has been applied only to a limited 
extent. 

Consider the customer's angle. He or she 
store to buy merchandise. 
more pleasant to shop in 
merchandise is instantly ac- 
where mer- 


comes into your 
It is infinitely 
a store where 
cessible than it is to shop in one 
chandise and selection are un vailable un- 
til personal enters the transaction. 
Since you are in the business of selling 
merchandise, isn’t it ridiculous to make most 
of it inaccessible to the customer after you 
have spent money trying to get him to come 
into the to buy your goods, and isn't 
it equally foolish to pay an unnecessary sell- 
ing cost especially when that cost becomes 
excessive and may represent the difference 
between a poor profit and a good one? 
There is no way of telling how much busi- 
ness you are losing in those peak hours 
can not possibly provide enough 
nature of your 


service 


store 


when you 
salespeople and the very 
prevents the customer from waiting 
on himself. Remember this, during 
these peak periods every salesperson is busy 
every minute; if personal service enters each 
transaction, then sales are cut to a minimum 
and the selling cost of each article goes up. 
Contrast this with the well-operated store 
that recognizes the advantage of 
ice—one that we can say Is at least partially 
streamlined. 

Here merchandise itself in an 
orderly Assortments are complete 
and in full view. There is no doubt in the 
customer's mind as to the selection. It is 
all there—sizes and patterns properly segre- 
gated. There is a logical trade-up in the 
very way merchandise is arranged. The 
merchandise partially sells itself, but ques- 
tions the customer may have are answered 
by a comprehensive, intelligent show card 


store 


also: 


self-serv- 


presents 
fashion. 


system. 

Related lines of shown 
near each other—additional sales are made 
without any high pressure selling and with- 
out additional selling cost. 

The handling of merchandise is a_ real 
thrill to the customer. All of the factors 
for successful buying are at her command 
can make her selection if a sales- 
person is not instantly available. We do 
not say that this type of self-service elimi- 
nates the need for intelligent, well-informed 
salespeople but it does multiply the sales- 
person's productiveness. She is able to 
serve more people in the same amount. of 
time since she spends a minimum with each 
customer. The ratio of customers to sales- 
people can be much higher than with the 
old “horse and buggy” selling—and_ cus- 
tomers get better service. 

When it is apparent that some self-service 


merchandise are 


and she 
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is possible for almost every store, and whe 
the advantages for customer and merchan 
are so apparent, you may wonder why mor 
stores do not try it. The average merchai 
hasn't considered this angle of his business 
He has been busy with what he consider 
more weighty problems. His selling prac 
tices are what they always have been an 
are based upon experience which may some 
times perpetuate a mistake. He would d 
well to forget some of these traditional sell 
ing techniques and take a commonsense ap 
proach to the problem. Actually the use o 
space in most retail stores is not subjecte: 
to any kind of searching analysis. Mer 
chants continue to pay rent and maintenanc 
without investigating very fully just 
what returns per square foot they are get 
ting or what can be done to improve the 
return. 

It costs about $19 per square foot per yea 
to maintain the selling space in an averag: 
store. This is a typical figure and un 
doubtedly is exceeded by many stores. In 
view of this fact, it would seem expedient 
for the alert merchant to do some checking 
up. There are, in many stores, areas which 
have been designed to lend atmosphere. This 
is a fine thing if you can afford it, but most 
stores can not. There are store fixtures de 
signed strictly for display purposes, all right 
in their place, but usually their place is 
where business could be transacted. 

It would astonish you to know of the ex 
haustive research and study engaged in by 
the display divisions of large chains betore 
displays are even set down on paper. 

Store profit is largely determined by sales 
per square foot and to make a satisfactory 
profit, every square foot must make its con- 
tribution to the total. 

What we are talking about, in the final 
analysis, is effective merchandise presenta 
tion. 

Displaymen are the ones who have tor 
vears been saying, “Goods well displayed art 
half sold” and they believe it—that is, thes 
believe it so far as the display windows are 
concerned but they do not seem to believi 
it as applied to the rest of the store area 
the place where sold, the real 
“point of purchase.” 

The display 
overlooked the possibilities of effective mer- 
chandise presentation and has been content 
selected corners of the 


costs 


goods are 


profession, as a whole, has 


to dress up a few 
store. 

It does not take long to see 
chandise presentation” or “display” 
exercised in only a small portion of the store 
and that the rest of it is screaming for help 

Merchants and displaymen alike must rec- 
ognize this all-important fact: selling costs 
in the average store are too high. There 
is every indication that, left alone, they 
will go higher. The merchant has no right 
to expect customers to pay for these high 
selling costs and they will not continue to 
do so indefinitely. Salespeople must increas: 
their productiveness if a satisfactory profit 
is to be made. The way to do this is not 
through high pressure selling but through 
improved merchandise display—streamlining 
the selling job. 

This is the one way 
customer, salesperson and merchant. It 1s 
the one way that, beyond any doubt, will in- 
sales force 


that “mer- 
is being 


most satisfactory to 


crease the productiveness of the 
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and the sales space. Streamlining the sell- 
ing job must engage the attention of every 
modern merchant. It is the one big job for 
the displayman to accomplish. Do it and 
you will have increased your sphere of in- 
fluence. More important, you will have made 
an important contribution to the profit and 
the progress of the store. It is the job of 
the display profession—and it is your own 
personal job. 





ALTRUISTIC DISPLAY SERVICE 
[Continued from page 22 


production of an oil painting, rendered in 
sepia tones, showing a formal dining table. 
This painting, 24 inches high and 30 inches 
wide, is used as the background for the 
display and it is supplemented by an 11-inch 
copy card reading, “New Glamour For You 
and Your Table.” 

Another display fixture (lower left) which 
is gaining the popularity of jewelers for 
window and interior display use is the 
“Miniature Merchandiser.” This is con- 
structed of beautifully grained natural wal- 
nut plywood and bleached oak plywood. Two 
plate glass shelves are adjustable on 16- 
inch uprights. An oval copy panel is at- 
tached, which reads “Jewelry—Silverware- 
Watches.” 

Jewelers are becoming increasingly aware 
of the fact that their windows are in direct 
competition with the windows of every other 
store in their locality. In times like these, 
when business is good and people have 
money in their pockets, a high percentage 
of purchases are made on impulse. And 
jewelers realize that attractive, attention- 
compelling windows frequently furnish the 
impulse to buy and lead to greater sales. 

Jewelers are also beginning to follow the 
example of department and syndicate stores 
in planning their merchandising programs 
in advance. To assist them in this, Inter- 
national Silver Company is continuing an- 
other feature of their display service—the 
planning chart. This chart, which is sent 
to all jewelers, is a convenient form upon 
which the jeweler can schedule his com- 
plete merchandising program for weeks in 
advance. 

International Silver Company's display 
service has done much to build good-will in 
the jewelry trade. The originality and 
attention-value of the displays and the al- 
truistic plan under which they are offered 
is filling a gap in the merchandising pro- 
grams of jewelry stores everywhere. And 
the sought-after effect is becoming ever 
more apparent. Jewelers, in appreciation of 
this service, are devoting more space in 
their windows to the products of Inter- 
Silver Company, thus building 
sales for silverware as well as 


national 
greater 
jewelry. 











DISPLAY WORLD is always glad 
to receive news items—changes of 
position, deaths, marriages—anything 
concerning display or displaymen. 
Photographs of displays of all types 
are always welcome. 
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National Unity Windows 
Shown By Franklin Simon 

Franklin Simon & Co., New York City, 
unveiled four Fifth avenue windows on July 
5 in the cause of national civilian defense. 
Newbold Morris, president of the City Coun- 
cil, officiated at the Built 
around the theme “We're Americans,” the 
windows were designed in collaboration with 
the March of Time films, who provided 
stills from the picture “Eight Million Yank- 
ees.” One window, dedicated to youth, fea- 
tured George Gray Bernard's bust of Lin- 


ceremonies. 


coln. 

“These windows are intended to dramatize 
national unity in the simple, understandable 
terms of human beings who regard _ their 
sacred American rights and privileges as 
something to be jointly treasured and guard- 
ed,” said J. Howard Denny, president of the 
store. “If they give some inspiration and 
courage to all who see them, we shall be 
well rewarded in having done them.” 

All selling in the store was suspended 
for ten minutes during the unveiling. James 
Franklin 


Gosling is display manager for 


Simon. 


Western Shade Distributors 
Tendered Luncheon 
A luncheon for its distributors at the 
Display Men 
convention was held Wednesday noon, Jun 
25, at the Hotel Sherman, by Western Shade 


International Association of 


Cloth Company, Chicago. The meeting, with | 


nearly thirty present, was in charge of G. 
M. Jackson, treasurer of the company. Gen 
eral problems of the distributors were dis- 
cussed, although the meeting was kept very 
informal in order to give those present an 
opportunity to meet each other and become 
better acquainted. N. Silverblatt, manager, 
DISPLAY WORLD, spoke briefly on gen 
eral display problems in the trade. 


Alexander Wins 
Plane Trip 


B. J. Alexander, Chappell Brothers, Syra- 
cuse, was the winner of a plane trip offered 
at the exhibit of Display 
pany, St. Louis, at the Chicago convention 
of the International Association of Display 
Men. The award calls for $35 worth of 
transportation. The name of Alexander 
was drawn by Carol Wilcox, daughter of 
George A. Wilcox, Berkson Brothers, Kan 
sas City, Mo. 


Products Com- 


Hartman's Duties 
Augmented 

In addition to serving as display manager 
for Solomon's, Baltimore, Milton Hartman 
buying and 
firm's men’s furnishings department. 


managing for the 
Bef re 


does the 


joining Solomon's, Hartman was display di- 
rector for Brager-Eisenberg, of the same 
city. 


R. E. Remy Wins 
Allied Prize 


In a contest among Allied stores, featur- 
ing Cradle Craft and Ivory soap during 
National Baby week, first prize of $25 was 
won by R. E. Remy, Heer’s, Inc., Spring- 


field, Mo. 
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It’s Ready-- 


Keyed to the Minute 


TO HELP MODERNIZE 
YOUR DISPLAYS 


The big battle for “sales” is now on. 
Increased employment and larger pay- 
rolls have given business its brightest 
outlook in years. Let Fairy Forms put 
you out in front with selling displays 
that are packed with glamour and 


displays that really sell. 


#47 
— 7OTMA. 


catalog is now 


allure 


Our new ready. It 
shows the very latest Fairy Forms for 
Shoe 


form illustrations are in full color, sug- 


hosiery, footwear and neckwear. 


gesting striking display effects that will 


bring shoppers into vour store. 


If you have written for your catalog. 
it will reach you in a few days. If you 
have not sent your request, be sure to 


do it without delay. 


SHOE FORM CO. Inc. 
Auburn, N. Y. 
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JOBBERS 


to handle a ‘‘fast selling” line 
of CHILDREN, JUNIORS 
and MISSES MANNEQUINS 


write 
MAYORGA MANNEQUINS 
DISTRIBUTING COMPANY 


115-119 PRINCE STREET 
NEW YORK, N. Y. 
GRAMERCY 33-3868 
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FIEXV-ATI7ON 
MOTION MECHANISMS 
@Be os thrifty as the squirrel! 
Save money as other displaymen 
do —use FLEXOACTION units. 
To put it ina nutshell, they cost 
less, because they last so long 
without attention. 


@FINE GEARED MOTORS CS: 
@7URNTABLES: 30 to 1000 /b. loads 


MERKLE-KORFF GEAR CO. 


211 -N. MORGAN ST CHICAGO. ILL. 




















If You Are Not Now a 
REGULAR 
SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


You're reading this issue and no 
doubt have found it offers a complete 
review of modern, up-to-date window 
and store display methods and expe- 
riences. You can't get the full bene- 
| fit from The DISPLAY WORLD un- 
| less you get it regularly, and the cost 
| is only $3.00 per year. Use this order 


| blank TODAY 


| THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 

| Gentlemen: Enclosed find $3.00 for a year's 
| subscription to DISPLAY WORLD, twelve is 
| sues, beginning with the next number. 


| Name 
Address 
| City State 
IMPORTANT Add 10c to checks for 
| exchange; $1.00 addi- 
| tional for foreign orders. Canadian remittances 
payable in U. S. funds. 


























DISPLAY WORLD 





PUL, Ie 






Qcshion- Vane 


Sh A By FRANCINE POST ica 








This was the spring that the suit makers 
ordered . . . and the summer and ob- 
viously the fall ahead is going to come in 
tailored to the same order. 

American feminine opinion is absolutely 
pro-suit! 

Suits have been setting selling records 
since last Christmas, to delve into only more 
recent history of the present suit conquest. 
Currently the summer suit is the smart suc- 
cess of the season cardigan neckline 
suits at Meadowbrook polo; cotton gabar- 
dine and spun rayon jacket suits at the 
resorts, north, south, east, and in California ; 
shantung suits on city summer streets, and 
bengaline suits at cocktails and dinner. 

But for fall, suits will ride even higher 
on this swelling wave of popularity. Nor 
will they be confined to the usual fall cos- 
tume suit type, the jacket or coat with match- 
Jacket suits, wardrobe suits and 
costume suits, and variations 
thereof may be expected to enjoy wide ac- 
There will be .. . in line with 
fashions in 


ing dress. 


countless 


ceptance. 
the great furless 
coats as well as in suits ... untrimmed suits 
of jacket or coat with skirt type and the 
Any of the three types will 
be found in either dressy or casual styles. 
And these same three types will be intro- 
duced in fur-trimmed woolens. There will 
be, too, suits that use fur for their jackets 
Capes are the news in this group 

fur capes being newer looking 


number of 


costume type. 


or Coats. 
of suits 
than fur boleros, or fitted jackets, or boxy 
fur toppers over woolen dresses. However, 
these types of furs will be wanted in suits. 

But it will be the out-and-out suits, so to 
speak, with jackets and skirts of matching 
woolens that are news in a_ fall season. 
These are to be tremendously important 
fashion talking points, and the smart stores 
will be sounding out acceptance early. Early 
means in the July-August sales. 

Speaking of the sales, they'll be not only 
the advance testing grounds for the fall 
suits, but also for the colored coats ... and 
in color again is the high fashion story for 
fall. 

Oh, true it is that there are more fashion 
talking points in the fall season than in the 
entire spring and summer collections. But 
color is absolutely the newest and most ex- 
citing thing about fall fashions, especially 
in coats. 

Of course there’s news in: suits for fall; 
dresses with tapering silhouette; suits, cloth 
coats, and fur coats whose shoulder inter- 
est tapers to small waists and straighter 
skirts with or without hip interest; varia- 
tions of rounded shoulders, draped shoul- 





ders, shoulder yokes and many deeper types 
of armholes in dresses and coats. 

But color is the dominant note in high 
fashions. Some higher priced coat houses, 
for example, have even rated color as worthy 
of 70 per cent of stock against 30 per cent 
black. Of course this 70 per cent includes 
the browns as well as all the other colors 
and some of the dark browns can easily 
take the place of black. 

Colors in cloth coats and suits are vari- 
ously rated in importance, but there seems 
to be a majority of the experts who believe 
that the line-up will be in this order: brown 
family first, with plenty of naturals (chiefly 
in the casuals for the latter), blue family 
next in shades derived from Air Force blue 
(not navys), and some dress blues as deep 
and excitingly bright as sapphire; greens in 
wonderful dark forest shades with a tinge of 
blue for dress and more of the bronzy 
greens for the casuals; purple, which by no 
means ran its course in the spring, and 
which will be seen in medium to deep grape 
tones; and some wine to old red; some gold; 
also some military drab. 

In casual fashions the natural tones are 
“Number One.” Natural will be predomi- 
nant in cashmere jersey dresses (and cash- 
mere jersey is another number one in casual 
styles followed by other angora-type knit 
woolens and rabbit-woolens). Natural will 
be predominant in casual coats of all types, 
from the downy new fleeces to the lush 
tweed woolens with great gobs of long- 
haired furs dyed to match the natural tone, 
or dyed to look like lynx or in ombre tones 
of natural to brown. 

Continuing to talk about the casual coats, 
which are so important that they simply can 
not be talked about too much, the plaids are 
in the main more muted in color than they 
were this past spring. 

New looking are the furs dyed to match 
and harmonize, and these are often fox 
furs which are returning rapidly to a top 
place. Honey beige, natural to brown, taupe- 
beige and ombre-toned beige to brown dyed 
foxes, as well as the already mentioned lynx 
dyed foxes are high fashion, as is cross fox. 
The fashion for fox runs right straight 
through from casual coat trims to furring 
on dressy coats, and in the latter the dyed 
furs and the silver foxes are both important. 

On this subject of fur trims note, too, 
that beaver, as part of the swing to brown, 
is very important on coats and suits as well 
as in coats entirely of fur. Muskrat ranks 
well, so does leopard, and high fashion rat 
ing goes to Alaska seal and to lambs that 
do such a job of looking like seals. (These 
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ire the available furs, you'll note, as are the 
foxes. Hard-to-get Persians are less in the 
picture, naturally.) 

The single most important point about 
casual coats for fall is the removable lining, 
without a doubt. Hardly a casual coat but 
has a removable lining, and beneath this 
lining, in the well-done ones, is a silk lining 
that looks finished when the _ lining-for- 
warmth has been removed. Fleece coats and 
all types of pile-fabric classic or novelty 
sport coats as well as tweed casual coats 
will have these zip-in-and-out linings. The 
importance of the zip-lining is second only 
to, possibly, color. 

While we're talking of casual coats the 
college girl comes to mind. This fall she’s 
gsoing to like: the middy silhouette; the full 
skirt (differing from her elders, which see 
below); the suede or woolen peasant har- 
ness effect, like pinafore straps, over her 
blouses and skirts; contrasts in color be- 
tween the skirt that buttons onto a bodice 
top; lots and lots and lots of knit things; 
and more and more novelty brogues and 
moccasins as against the saddle shoes. She'll 
like colorful, soft woolens, soft as kitten ear 
cashmere type and knit woolens, woolens 
with rabbit mixtures; and in inexpensive 
thing's of course velveteens and some cor- 
duroys. 

As far as the college or junior silhouette 
goes it will be again: boxy jackets and 
toss-on coats; and waistlines lowered a bit 
as in the middy adaptations, for example. 
The full skirt for juniors is not exactly a 
simple continuation. Fullness is more of 
the pleated kind, often unpressed pleats, and 
it is achieved by gathers. But it isn’t cir- 
cular fullness, and in that it is new. 

The silhouette for the woman has defi- 
nitely turned to a straighter skirt. How- 
ever, as earlier indicated, hip roundness is 
not only admitted but enhanced by peplums, 
and pouch drapes, low-set-in gathered but 
straight skirt fullness, tunics of which the 
spiral type is the latest; vents in the tails 
of longer suit jackets and many other inno- 
vations in broken and tiered versions of 
tapering silhouettes. A silhouette that tapers 
irom shoulder interest, however, sums up 
the outline, regardless of the variations on 
the theme. 

Right here, however, it should be noted 
that South American influence in silhouette 
as well as in color (brown-to-beige, orangey- 
reds, etc.) will be re-introduced in novelty 
fashions this fall. This will bring a dash 
of frankly feminine hips and anything but 
straight skirts! 

The designers have learned how to cut 
deeper armholes, for they no longer cause 
hiking-up when arms are raised. And now, 
of course, these deeper arm holes are 
matched in coats and dresses, so final diff- 
culties are eliminated in this regard. 

Continuing the trend to all-out casual 
styles versus completely dressy types, shoes 
are either high heeled, draped smoothies of 
elasticized suede and bengaline with the 
earlier styles much cut-out, or they are su- 
perbly casual in polished calf with boxy 
lines, in alligator with leather heels. 

In hats, despite the forward tilted clever 
creations of Suzy and other talented and 
famous milliners, the movement forward is 
still limited. Calots and other little back- 
ward types and new back-of-head berets 
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worn with a dash to one side will probably 
continue. Hats are still allowing for im- 
portant bangs or pompadours. Of course a 
few hats definitely are forward, but they're 
built to cover forelocks without mashing. 
Summing up things with the new look: 
fall suits, especially the ones with slim, slick 
cut-away longer jackets; wardrobe 
with fur or contrasting plaid linings; 
pocketed military suits and coats; portrait 
Victorian costumes with shoulder capelet 
lines and looking sweet but not too quaint; 


suits 
some 


new shoulders, narrow bodices, bigness in 
diagonal re- 
lief in straighter skirts as part of the taper- 
ing or parachute silhouette; also as part of 
this silhouette new fur coats that really 
wrap; two color ensembling preferred to 
more colors; new geometrics (tri-cornish), 


sleeves, smallness in waists; 


tor off-face brim hats and one sided dash 
for bigger than ever berets. 

But aiter it is all said there must be 
added the key fashion word for fall 
color! 

THINK THIS OVER 
[Continued from page 4o] 
You're on the tee, McCann 
drive off, and best of luck. 


money, now. 
and King; 


Dumbo thoughts here and there and every- 
where: Bill Stensgaard on his roof, in his 
exhibit and at his plant was a pertect host 
and certainly gave everyone a great treat. 

Dumbo was the big attraction, but ask 
any displayman who visited the 
about the blond and everyone will say: 
“Ahhbhh !” a photographic booklet tells 
the story of the crowds who taxied to the 
plant, took to the roof or attended the ban- 
quet . . . showmanship in display is fast 
coming to mean Stensgaardship . . . the 
Stensgaard force were a tired bunch after a 
dozen or more tours around the plant with 


tactory 


Dumbo as the wind-up ... the most dis 
appointing answer of course was “My store 
doesn’t carry toys!” ... Al Parke did a 


. Clem Kieffer, the 
Buffalo nickel with a heart of gold, dis- 
played his fine personality as usual... Joe 
Apolinsky, Don Springer and Gene Turner, 
the Southerners from Alabama, Florida and 
Georgia, were complaining about the black- 
out... no electricity at night in the South 
to prevent a shortage for defense ... Tur- 
ner says he is going to burn candles .. . Joe 
is going to pipe in gas ... Don is going to 
go back to kerosene lamps . . . with that 
spirit there certainly will be light in the 
South . James Huxford, Prange’s, Green 
Bay, Wis., wants to exchange display prop- 
erties my warehouse is full, too, Jim 

George Bailey, Sears, Chicago, was 
walking through the exhibit hall and came to 
a large campus photographic blow-up at 
Greggory’s stall . . . he looked twice and 
shouted: “Where did you get my daughter's 
picture?” ... Mildred Bailey on the campus 
with the customary boy friend was picked 
out of hundreds of snap-shots for this fall 
it’s a small world after all, even 
in the display business Laszlo Gabor, 
Kautman’s, Pittsburgh, flew in from Mexico 
for his tal on Tuesday morning and what 
he had to say was down to earth and worth 
considering . . . Harold Wilson, the official 
convention greeter, became so convention- 


swell job of designing . . 


scene ... 


a —EE— 
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NATURAL TREE BARK 


Cut From Trees 


- THE REAL THING! 
(Not imitation) 
Beautiful sheets 14 
inches wide, 8 feet 
high, and 2! inches 
thick. Peeled from 
giant trees and pre- 
served in its nat- 
ural beauty. 


Packed 4 sheets to 
a carton. 


$2.50 


a sheet 
F.O. B. Cincinnati 
No Broken Cartons 


Price Subject to Change 
Without Notice 


—— 297 8 


Order today. Only 
y a limited number of 


sheets available. 


<= 14Inches ~ 


GENERAL DISPLAY CORP. 


140 WEST FOURTH STREET CINCINNATI, OHIO 
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Airpainting Units 
and Display Colors 


Yes SIR, Mr. Displayman—You can make your 
Displays 6 TIMES FASTER with Paasche Dis- 
playman’s Portable Airpainting units. You can 
make them quickly with a new freedom of lay- 
out and ease of operation. You'll turn out more 
work—and make more profits—Start using this 
faster method TODAY. 
FREE! Send _Today for Your NEW 
* Airpainted Color Charts and 
the Illustrated Airbrush Bulletin P10-40. 


Peasehs Hrbrush be: 


1911 Diversey Parkway Chicago, Illinois 


In Canada: The Hughes Owens Co., Ltd., Montreal 
The Art Metropole, Ltd., Toronto 








REDIKUT LETTERS 


DIE CUT CARDBOARD LETTERS 


Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER CO. 
524 S. Spring St. Los Angeles, Calif. 
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minded that late Tuesday night he suddenly 
thought of his wedding anniversary 


hurrying home to save his face he was 
greeted by friend wife: “Get to bed, that was 


yesterday!” ... Ray Parks, the New Hamp- 
shire hill of friendliness, flew in with Mrs. 
Parks ... Ray was supposed to meet her 


at 4 p. m. Tuesday but at eleven-thirty he 
was still wondering why she didn't wait for 
him... so goes the convention . .. Howard 
Williams telling us about the show “Hellza- 
poppin” with the head man, Jack Garr, of 
the show standing beside him they're 
personal friends . Billy House, the other 
lead comedian touring the exhibits, having 
lots of fun... Victor MacLaglen, the movie 
star, inspecting the Lucite boat at Scheuer’s 
exhibit . . . Mrs. Stensgaard looking as 
lovely as ever in black trimmed with white 
daisies Jim Berg and Mrs. Berg doing 
the convention like a couple of kids 
they're swell kids, too... Jim helped organ- 
ize the I. A. D. M. forty-four years ago . 
Detroit is still strong thirty-one came 
down on a special Saturday night ... Ed 
Wussow, Schuster’s, Milwaukee, lost seven 
men out of his department but the army got 
seven fine soldiers Mary Brosnan man- 
nequins were new and different . Willard 
Jones, the old Bull Slinger of Merchant 
Record days, made his appearance for the 
first time since 1937 glad to see you 
back, Willard, and don't forget St. Louis 
next year Lothar Dittmar, president of 
the Greater New York Club, aroused the 
slumber at the business meeting by asking 
for a rereading of the treasurer's report 
Carl Haecker looked like a justice of the 
Supreme Court with his cap and gown re- 
galia during the Information Quiz... Mil- 
ton Herner, Stewart's, Milwaukee, had to 
do the convention in a hurry Sunday be- 
cause his firm was sending him to South 
America with expenses paid you can't 
beat that one or even match it .. . Zeppen- 
Field's movable-head mannequin is a great 
development the violin of plastic at 
Korrect-Way’s exhibit is the one thing R. C. 
Kash, editor of DISPLAY WORLD, would 
have taken home if he had had his pick .. . 
he plays with the Northern Kentucky Sym- 
phony as a hobby Joe Bronsing. still 
wants a convention in Memphis .. . the 
Longenbaugh brothers of Chicago look just 
like they did at the Toronto convention in 
1927 ... the Lowa delegation was out strong, 
headed by H. A. Fitzsimmons, Cedar Rapids 
... the ery of the fixture manufacturers was: 
“No more chromium after the first of the 
year” .. . scarecrows seems to be a theme 
for fall in many exhibits Patriotism 
combined with fantasy is the trump card 
that Al Bliss is playing for Christmas 
Religious themes at Modern Art and Sil- 
vestri exhibits attracted great attention 
Mrs. Santa Claus joined Santa at Gardner 
for a double laugh . business was good 

. everyone had fun . the program was 
excellent .. . St. Louis is next. 


Barrango Called Home 
By Death Of Mother 


C. Barrango, of the mannequin firm of the 
same name, was suddenly called home to 
San Francisco from the International Asso- 
ciation of Display Men convention in Chi- 
cago, due to the death of his mother. The 
display field joins in extending condolences. 
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Display News Notes 
From Ensland 


Our London correspondent writes: “Dur- 
ing the last few weeks, Britain’s windows 
have been given over very largely to dis- 
plays for war savings and war bonds. This 
week is the big War Weapons week in Lon- 
don, and in four days over one hundred 
million pounds has been raised. Most of the 
stores have given over windows to. this 
cause and the same has been true through- 
out the whole of the provincial towns. In 
these windows such things as enemy para- 
chutes, pieces of bombs, and land mines 
make unusual exhibits, in spite of the fact 
that most people have become used to hav- 
ing these things down in their back gardens 
whenever there is a blitz on. 

“Pretty well all the younger British dis- 
playmen are now serving in one of the three 
Forces, which means that older men have 
been called out of retirement or women 
are taking their places. Some of these 
newcomers seem to be doing a very good 
job and are at any rate injecting fresh ideas 
into the windows. 

“Harrod’s recently had three very fine 
displays to tie up with the war effort. In one 
the relief fireplace has been colored gray, 
and from each corner a large Union Jack 
on one side and the American Stars and 
Stripes on the other were placed. Large 
gilt models of the American eagle and the 
British lion held a rope of flags of the two 
countries in their mouths, linking America 
and England. The showeard read, ‘To- 
gether we stand.’ 

“A vase stood in the fireplace, and was 
filled with ‘flowers’ composed of official pos- 
ters for the week. This vase also appeared 
in the next window, in which cut-out bombs 
were raining down on the floor beneath. 
These bore messages such as, “The more 
you give, the more you gain;’ ‘Your cheques 
will check the Hun; ‘Send it via the R. A. F.’ 

“Unfortunately, this store has lost the 
greater number of its windows through bomb 
damage nearby, but the displays that were 
installed were well up to the usual high 
standard always set by Harrod’s. 

**Shop Economically and Save Your Way 
to Victory’ was the slogan running through 
the windows of D. H. Evans. Panels along 
the back of each window depicted various 
items which could be bought with war sav- 
ings. In one a photograph of bombs ready 
to be loaded appeared at the left, backed by 
the shadow of Churchill, and at the right 
these same bombs on their way down. In 
the center the copy read, ‘Help to Buy a 
Bomb—50 pounds—and get your own back.’ 
Other windows were devoted to the R. A. F.: 
‘Help to Buy a Bomber. In each window 
the amount required to buy the tank, bomber, 
etc., was given, and shown how it could be 
made up by buying so many savings cer- 
tificates, defense bonds, and so on. 

“In connection with the National War 
Weapons week, Bearmans, Ltd., Leyton- 
stone, installed a series of four displays 
which were a departure from the conven- 
tional. <A single theme linked them up. 


Each window was blacked out and the fore- 
ground divided from the back by a black net 
curtain. Typical of each is a description of 
the first. Behind the curtain a model repre- 
senting a Parisian in mourning weeds 
stands with a sheaf of white flowers. tied 
with tri-color ribbons, beside a white sil- 
houette of the Eiffel tower, from which the 
Nazi flag flies. Before the curtain sits a 
gaily dressed coster girl, complete with 
basket of flowers. Two slogans read: ‘Paris 
is not the same ... London must not share 
its fate. The other windows varied only as 
regards the tableau behind the curtain. They 
mentioned, in turn, Vienna, Brussels, and 
Rotterdam. 

“H. E. Storey, display manager for White- 
ley's, joined the R. A. F. last month. 

“Two brothers, both well known in the 
Glasgow window display and sign industry, 
were killed in the Clydeside blitz last month. 
They were Robert D. Woodhead and _ his 
brother, Daniel. Both were associated with 
Windressco, Ltd., and were meantime em- 
ployed in the Auxiliary Fire Service. Rob- 
ert was 28 and Daniel only 16, acting as a 
messenger in the A. F. S.” 


Timothy Shutt Wins 
Greggory Prize 

An interesting contest was held by Greg- 
gory, Inc., 10 East Kinzie street, Chicago, at 
the firm’s exhibit at the International Asso- 
ciation of Display Men convention. A “Greg- 
gory Kit” was on display, and displaymen 
were invited to guess its weight. Some 452 
entered the contest, with Timothy Shutt, 
Miller-Jones Company, Columbus, Ohio, 
winning first prize of $15. M. S. Swander, 
Younker Brothers, Des Moines, placed sec- 
ond and won $10, while F. J. Bordelon, The 
Fair Store, Chicago, carried off third prize 
of $5. The kit, officially weighed at Rollins 
Supply Company, totaled 25 pounds, &% 
ounces. 

Greggory has announced the release of 
the firm's fall catalogue, off the press on 
July 15. The 32-page booklet, together with 
a set of Greggory samples, will be sent 
free on request. Several new items, such as 
“Curvo” panel, “Fabricon” drape, pleated 
“Satintex,” and the like are shown. 





"Blackout" Plays Havoc 
With Southern Displays 

A number of communities in the South 
have been compelled to discontinue display 
window lighting for the time being, due to 
a lack of power caused by defense program 
requirements and insufficient rainfall to fill 
utility reservoirs used for the production 0! 
electricity. Atlanta has been particularl) 
hard hit, but at least one company has found 
a means of relief. The window displays 0! 
Blumberg’s are now lighted each night b 
means of gasoline lanterns, and according to 
Gene Blumberg, advertising manager, th: 
illumination is quite adequate. 
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IT'S EASY 
TO FILL IN 





SPOTS WITH x 
new 
EATON Scatter-Grass 


elt’s easy to solve many a display “head- 
ache” with the new Eaton Scatter-grass. 
Looks like real grass. You simply scatter 
it into odd shaped spots, around tree 
trunks, pedestals, stones, etc. Fire re- 
sistant. Mildew-proofed. Can be used 
over and over. Ideal for use with Eaton 
Grass Mats. Carton of Scatter-grass 
(enough to cover 20 sq. ft., 1” thick) only 
$2.50. Ask your local display jobber. 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 











A New Material in New Designs 
Original New Colors and Panels 


BULKTON 107’ Seamless 


Fall and Winter Colors 
Background Panels 
Woodgrains and Crush Grain Leatherettes 


Carried in Stock for Immediate Delivery by 


GARRISON-WAGNER COMPANY 


“America’s Most Complete Line of 
Display Accessories” 
1629 Locust Street St. Louis, Mo. 








SHOW CASES 


Ask for our New Catalog No. 41 
of modern, low priced cases. 


Detroit Show Case Co., Detroit, Mich. 








“Let us help solve your ‘prop’ problems” 


The Prop Shop 


142 EAST 32nd STREET NEW YORK CITY 
Phone LExington 2-5973 

Complete Backgrounds Rented or Built to Order 
At Reasonable Rates 

















TRAPHAGEN FOR RESULTS! 
High-salaried. fascinating profession. Unlimited 
OPPORTUNITIES. Demand for workers trained 
in Fashion, Interior, and Counter Display by Trap 
hagen School. Register now for Day, Evening or 
Saturday classes. Write, phone Co. 5-2077 for Cir. 62. 


THE TRAPHAGEN SCHOOL 
1680 Broadway (52d St.), New York City 


“‘FLAME-GLO” 
FLUORESCENT PAINT 


Many Vivid Colors. Write for Details. 


Ww . - 
FLAME-GLO CO. Inc. New” fone ‘oity 
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MAKE 'EM STOP, LOOK AND 
GET INTERESTED 


[Continued from page 24] 
on which it appeared stopped only 51 pet 
cent of our women readers. 

The third coffee ad also utilized photo- 
graphic illustration, but in this they 
were human photos — pictures ot 
women buying the women 
serving it to their husbands at the breakfast 
table. Here was an ad that pictured real 
people, apparently enjoying this coffee! It 
was read by 21 per cent of our women read- 


case 
interest 


coffee, and of 


ers, even though the page on which it ap- 


peared stopped only 45 per cent of our 
readers ! 

To a certain extent, 
proposition is part 
of the job of making it real to the woman, 
since nothing is more real to women than 


people. Men may read with interest stories 


Third, personalize it. 
personalizing the sales 


and dispatches dealing with broad political 
issues, fundamental and ideologies. 
But when it women, skip these 
heavy subjects and talk to them about peo- 
ple and personalities. 

We have made a further analysis which 
sheds interesting ight on how important the 
personal element is in the job of stopping 
the woman shopper. We grouped all femi- 
nine appeal advertising, which appeared in 
one of the issues of the Tribune which 


ideas 
comes to 


Was 
surveyed, into two classifications. We took 
all apparel, shoe, jewelry, millinery, and 


cosmetic copy and labelled that “Advertising 
Appealing to the Woman's Person.” We 
took all household apphance, furniture and 
furnishings, food, and children’s clothing 
advertising and labelled it “Advertising [Di- 
rected to the Woman's Duties.” 
had two classifications, containing all 
ads that had to do with the feminine 
son; the other containing all ads having to 
do with the woman's duties. We totaled the 
ratings of all these ads, and 
equalized for size of copy. When we got 
through we found that ads in the “personal” 
group averaged three times the reader inter- 


Thus we 
one 
per- 


readership 


est among women that ads in the “duty” 
group got. 
To state this another way, we had evi 


dence that an ad featuring dresses, coats, or 
hats will, on the average, get three times 
the attention and interest from women that 
an ad featuring draperies, linoleum, or 
baked beans will get from them. 

This, I think, points out an advantage en 
joyed by the merchant who is merchandising 
articles that go on the feminine person. 
And at the same time it points a lesson to 
the man who is merchandising articles that 
have to do with feminine duties. He can 
increase the attention value of his advertise- 
ment (or his window display, may 
to the extent that he introduces the person- 
alized element into his presentation of the 
“duty” type of article. 

When working with the “duty” 
items—when you have to put in windows for 


I say?) 


youre 


the pots and pans, the china and glassware, 
the lamps and linoleum, the rugs, the ranges, 
and the refrigerators—perhaps you might in- 
crease the attention value of those windows 
by contriving somehow to introduce the 
personal element. 

I have a question to ask. I don't know 
enough about vour craft to presume to put 


47 


EFFECT OF LEATHER 


.. » Price of Paper 


, WITH 






A CLOPAY 
PRODUCT 


Ideal for 
Backgrounds--- Covering---Lining 


Almost no limit to the display uses for versatile 
COVERAY. It has the luxurious appearance of 
costly embossed leather yet costs only $1.50 to $2.25 
for 4-ft. x 25-ft. rolls. What's more, it’s grease 
proof, stain-resistant and 100% washable. Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 
cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 


If You Want A SELL OUT 
Make Your Displays STAND OUT 
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The Mirror That Bends 


IRRORS, yes! Everybody admits their 

attention value. But Miroflex is more than 
a mirror. Miroflex can be used where no other 
mirrors would serve. Miroflex is adaptable— 
to flat, cuved, round or other shaped surfaces 
—for screens, backgrounds, bases—all alone or 
in combination with other materials—in crystal, 
or gold, blue, pink, green or mottled colors. 
Sell more with really outstanding displays—try 
Miroflex now. 





@ Samples and prices on request. 
Ask also about Miroflex Mastic 
Cement for mounting on wood, 
glass, fabric, leather, etc. 


HUDSON SPECIALTY COMPANY 


Distributor 
467-469 Eleventh Ave. New York, N. Y. 
BRyant 9-3720-1-2-3 
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“SUNFILTER” 


TRANSPARENT SHADES 


INSURE 


YOUR 


WINDOW 
DISPLAYS 
AGAINST 

FADING 


SUNFILTER SHADE CO. 
1063 South La Cienega Boulevard 
Los Angeles - - California 





NOW! NEW! 
CLEAR AS GLASS 
COLORLESS “SUNFILTER” SHADES 


EASY TO INSTALL 


Over 1,000 "'Sunfilter" installations. Send 
for certified list of stores protected by 
genuine "Sunfilter." "Sunfilter" shades are 
approved by the F.H.A. . . . Write today. 














“GIANT CURVE” 
Rolls 8’ Wide by 10’ with 3%” Flute 


The newest—most talked of—wide 

paper. ... Shown at the recent I. A. 

D. M. Convention in Chicago... . 

All colors and Frosted Giant Curve 

in stock for immediate delivery. 
Distributed by 


GARRISON-WAGNER COMPANY 


“America’s Most Complete Line of 
Display Accessories” 
1629 Locust Street St. Louis, Mo. 











DISPLAY WORLD 


it in the form of a suggestion, so just re- 
gard it as the question of a rank outsider. 

I notice store windows displaying such 
things as apparel for the beach, apparel for 
the garden, apparel for the cocktail terrace. 


~Not only are the garments themselves at- 


tractively shown, but the ensemble effect is 
carried out in admirable fashion. In the 
beach apparel window there is sand; there 
are parasols, beach mats, and rubber dol- 
phins. In the garden apparel windows there 
are bushes and hedges, pruning knives, hedge 
clippers, and sprinkling cans. And in the 
window displaying smart, cool, summer wear 
for evenings on the terrace, the idea is car- 
ried out even to the extent of showing the 
cocktail tray, the glasses, the ingredients. 

This, I think, is all to the good. It’s 
effective staging, smart showmanship! — It 
completes the picture and in that way adds 
interest to the display, and conviction to the 
sales presentation. 

But, I find myself asking, why do you go 
only part way when it comes to windows on 
the other things? When you put in a win- 
dow on porch or lawn turniture, why do 
you stop with the merchandise _ itself? 
Wouldn't interest in the window be height- 
ened if it contained a few of those charming 
figures in attractive summer apparel, loung- 
ing on the glider, or standing around wait- 
ing for cocktails ? 

And when you put in a window on gar- 
den implements, why do you stop with the 
gadgets themselves? Wouldn't a mannequin 
or two in those cute coveralls and fetching 
little sun bonnets stop a greater number of 
the people who pass that window? 

When you put in a window on tableware 
table. China and 
Linen, lace, and silver service com- 


you. set a glassware 


sparkle. 
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bine with Chippendale to create a settin 
of loveliness. Even I, with my untutore 
eye, can see that each item of merchandis 
is displayed with artistry and skill. But 

find myself asking, “Wouldn’t the person 
alized element add to the effectiveness o 
this window? Wouldn't it stop more wome! 
if it contained the figure of the hostess 
beautifully gowned and jewelled, making a 
last-minute inspection of the place cards?” 

Remember, we find that an = attractive 
gown will, on the average, stop three times 
as many women as a set of dishes will. 

Getting them to stop and look is, of course, 
only part of the job of effective merchandis- 
ing. The good ad writer, like the good dis- 
playman, knows that he must proceed fur- 
ther. He must get them interested in the 
merchandise—interested in the selling propo- 
sition. 

The first function of an advertisement is 
to get itself read, just as the first function 
of a window display is to get itself looked 
at. From that point on, however, each must 
proceed to sell the merchandise. 

I think it all boils down to what Clyde 
Bedell says in his book, “How To Write 
Advertising That Sells.” A good advertise- 
ment, says Bedell, will contain two things: 
(1) style, and (2) a selling technique. 

Style is that indefinable something that 
sparks an ad (or a window). It gives it 
character and distinctiveness. It 1s the 
touch of the artist or master craftsman— 
the thing that sets an advertisement or win- 
dow display definitely apart from all others. 
Style is the “stopper” value. It's the qual- 
ity that gets an ad seen, a window display 
looked at. 

The selling technique is even more difficult 
to define, yet every good merchandiser, copy- 
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145 to 151 | 
|W. 18th St. | 
New York 


Write for New 
Catalogue “D” | 














PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For win- 
dow and counter display. Mounted or unmounted. 


Tracings for Silk Screen Process 


NEW YORK SOLAR PRINT CO. 


736 Broadway (Since 1907) New York City 














WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 








USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$2.00 Per Column Inch — CASH WITH ORDER 
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writer, and displayman knows what it is. It 
is the element which must go to work once 
the style of the ad or window has stopped 
the passerby. Through the selling technique 
you now proceed to “give him the business.” 
It calls, of course, for forceful and dra- 
matic presentation of personal benefits—the 
benefits which the article will bring to the 
prospect personally—the comfort, the pleas- 
ure, the gratification, the pride he or she 
will derive from owning the article. Value, 
economy, money-saving are also part of the 
personal benefit note that must be exploited. 
The article must be presented dramatically 
vet with plausibility. There must be a real- 
ness about it that will lend conviction to the 
sales proposition. The prospect must not 
only be stopped and impressed. He must be 
led to believe. 
Finally there must be the element that 
impels action—the incentive to buy now! 
All these things, of course, are as funda- 
mental to window displays as they are to 
newspaper advertisements. They are all part 
of the job at which you and I work every 
day—the business of getting Mr. and Mrs. 
America to stop, look, and get interested. 





WHITHER DISPLAY? 
[Continued from page 32 
a study of actual sales traceable to display 
made. This would require the 
earnest cooperation of the display managers 
of those stores, together with that of other 
store officials who would have to look on 
the project in a sympathetic light as a lab- 
oratory experiment for the good of mer- 
chandising in general. 
[ should like to see the I. A. D. M. under- 


take some “clocking” surveys in a sufficient 


could be 


number of cities to establish, without bias, 
what can be expected of retail display of 
various types in representative cities of this 
country. This is much the same experiment 
carried out under Stensgaard’s 
but those figures are by this time passe 


direction, 


through changing populations and changing 
methods of display. 

I should also like to see the I. A. D. M. 
set up a project for the study of the many 
questions associated with interior display. 

It need not be emphasized, I am sure, that 
any such surveys would have to be made in 
an utterly cold, unprejudiced, extensive man- 
ner with as much exactness as humanly pos- 
sible so that no doubt or claim of bias 
could be cast on the final tabulations. 

Still another suggestion to the I. A. D. M. 
is this: that it undertake a series of experi- 
ments with the “eye camera” developed by 
Look magazine. This device records the 
devious path followed by the human eye 
when contronted with any object or scene. 
It has been used by the publishers of Look 
to determine eye-reaction to magazine ad- 
vertisements, and a great many interesting 
and valuable things have been learned about 
the eye-habits of going first to a certain 
point of interest, and then taking a very 
curious course to other points. The “eye 
camera” has been used in the same way to 
test reactions to bill boards—but never for 
lisplay. It is quite conceivable that some 
very interesting and helpful display infor- 
nation should be obtained in this way at 
ery little expense. 

\nd now we come to the third side of this 


DISPLAY WORD 


triangle. It is simply this: what of the 
future progress of display as a profession? 
That can be summed up thus: no profes- 
sion is greater than the men and women who 
compose it. You may be a good displayman 
or even a great displayman—but a display 


profession made up of individuals who sub- 


merge themselves in individualism will never 

can never—become great in itself. It is 
only when its members work together as a 
unit that a profession can attain greatness. 
That is why I am so heartily in favor of 
good local display clubs and a strong na- 
tional display organization. It is up to you 
as displaymen and displaywomen to say 
whether or not your profession shall pro- 
gress as it deserves. It depends on you 
and what you are willing to do to advance 
the cause of display. 

Do you think for a moment that the prob- 
lems of the display field are harder or dif- 
ferent from those found in other fields? It 
you do, disillusion yourself; they are not. 
We have become so accustomed to thinking 
longingly of the advertising 
managers and other 
executives who seem to have secured more 
that we have 


positions of 
sales managers and 
recognition than our field 
more or less developed a mass _ inferiority 
complex. We have been on the defensive 
for so long, because it is only comparatively 
recently that display has started coming into 
its own, that we find it hard to think ag- 
gressively in terms of our own worth. 

The other day I sat in a meeting of the 
National 
The speaker was “Red” Motley, vice-presi- 
dent of Crowell-Collier Publishing Company. 
Here was a big audience of sales managers 


Federation of Sales Executives. 


big men, one of them to my knowledge 
with 632 salesmen under his direction 
important men in the eyes of most everyone. 
And yet what did Motley tell them? He 
told them they had a mass inferiority com- 
plex, just as I mentioned a moment ago in 
speaking of display. He told them they 
needed to develop a professional attitude. 
He told them they 
their own worth in order to attain the recog- 
nition they want. He told them a dozen 
other things that he could tell with equal 


right here. I 


needed to appreciate 


accuracy to this audience 
heard another speaker recently make almost 
the same statements to several hundred ad- 
vertising managers. 

You see, we are not alone in our prob- 
top-flight 
seemingly so firmly entrenched 


lems. The executives we see 
around us, 
in their standing and power, have the same 
problems that we do. They are just as con- 
cerned with advancing their professions and 
themselves as we are. They are just as 
intent on securing recognition as we are. 
They are striving hard to have their field 
recognized and given its proper respect and 
status, just as we are. But they have made 
considerable progress, much more than we 
in display. 

It all comes back to this: 
willing to do as individuals for yourselves 
and for display? I think that if we can ac- 
custom ourselves to thinking of our func- 
tion as a group we will become imbued with 
a dignity and pride in our work that will 
carry us far. A doctor must know medicine 
and apatomy—but he must think in terms of 
healing. Displaymen must know lighting 
and color and a host of other things—but 


what are you 
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‘Style-rite’ 







— 


“style-rite”’ WRITE 
mannequins TODAY 
also for name of 


available in “style-rite”’ 


MEN’S and distributor 
CHILDREN’S nearest 
figures you 


FIRST CHOICE for smart figures—and wherever 
strength and durability — without weight — are 
primary requirements. “Style-rite’’ mannequins 
are perfectly sculptured to give your apparel 


fashion-right display! 


MANNEQUIN 
DISPLAY STUDIO 


27-31 Bleecker Street NEW YORK 








New.. “VELVELUR”.. Pennants 


@ Package of 50. Assorted Color Pennants 
@ Illustrated Panels 3’'x 4’ and 4x6’ 
@ Background Panoramas 

and 


Complete Stock of Colors 
87” Svelt-Like Finish Velvelur 


Carried in Stock for Immediate Delivery 
Distributed by 


GARRISON-WAGNER COMPANY 


“America’s Most Complete Line of 
Display Accessories” 
1629 Locust Street St. Louis, Mo. 














When Writing Advettisers 
ePlease Mention DISPLAY WORLD 
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DISPLAY WORLD 





OPPORTUNITY EXCHANGE 











WANTED 


Display Man, Advertising Man 
and Card Writer for 


progressive store. 


Write giving full particulars. 


Address ““W. O.” 
Care DISPLAY WORLD 


FOR SALE! 


10 Robin Hood Settings 

Lifesize Santa and 6 Reindeers 
Doll at Pipe Organ 

Giant Santa at Fireplace 


For photos and details, write 


C. J. BENEDICT 
Display Manager, GOLD & CO. 


Lincoln - - - Nebraska 














FOR SALE 


Ten large oil-painted plaster of Paris 
Christmas decorations. Titles: Arrival 
ot Coach, Going to Church, Bringing the 
Yule Log, Christmas Morning, The Feast, 
Carol Singers, Bell Ringers, Going Shop- 
ping, Pair of Carol Singers by Lamp 
Post. 
For photos and details, write 


C. F. CUTTER 


Display Manager, Hart-Albin Co. 
Billings, Mont. 


SALESMEN AND AGENTS 


Exclusive territories outside of New 
York! Write for particulars regarding 
new lowest priced mechanical Waving 
Flag Display. Quantity proposition — 
good commission. Men now selling ad- 
vertising displays or kindred merchan- 
dise preferred. 


FULLER DISPLAYS, INC. 


5-29 48th Ave. Long Island City, N. Y. 














CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Ill. 


CANADA—A manufacturer of metal and plastic 
specialties, display fixtures and all kindred 
products desires contact with U. S. companies 
pte tal a the manufacture, finishing or sale 
of their products in Canada. Established 1840. 
Make our plant your Canadian factory. 
JOHNSTON, care Johnston Copper & Brass Ltd., ae 
Northmew Terrace, Toronto, Canada. 














COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW7. 


FOR SALE 
Our fine Christmas decorations for win- 
dows and interior, from last year, at deep- 
ly cut prices. Photographs on request. 
RICHARD A. STAINES, Display Mgr. 
Vandevers’, Tulsa, Okla. 














CREATIVE DISPLAY TRAINING in all 
branches, including Windows, Interiors, Back- 
grounds, Store Fronts, Exhibition Booths, Model 
Building, Showcards; also Retail Sales Promo 
tion and Advertising Layouts. Moderate tuition. 
Free Placement Bureau. Request Booklet “DW.” 
DISPLAY INSTITUTE 
3 East 44th St., New York MUrray Hill 2-5567 


Position Wanted—Married man with years of 
exp. in both interior and window. Understands 
all methods of merchandise presentation. Use 
Cutawl, make excellent show cards, backgrounds, 
gadgets. Won five national contest prizes last 
vear. Prefer town around 35,000 to 50,000. Either 
manager or assistant. Available at once. Ad- 


dress “T, M.,” care DISPLAY WORLD. 











Display Expert now available, capable of high- 
est type of artistic and sales getting windows, 
25 yrs. practical and expert training in all 
branches of the —ee field. Nationally known 
artist, designer and builder, with a thorough 
knowledge of screen process, adv., point of sale 
and dramatized displays; expert trimmer. Refs. 
Will contact for personal interview. Address 
B. T.,” care DISPLAY WORLD. 








POSITION WANTED 


Window trimmer and card writer, thoroughly 
experienced. Capable of managing display de- 
partment. Married, 28 years old, aggressive, 
creative abiuilty. 


SIDNEY J. ANDERSON 
1417 Commonwealth Ave. 
Mayfield Heights, Ohio 
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they must think in the broad term of met 
chandising. 

Be proud of your profession; it is a grand 
one, a powerful one—and one of these days 
through research we will have the facts 
and figures to prove just how powerful it i 
Sut those statistics will still be meaning 
less unless there is a living, thinking force. 
behind them—displaymen and women who 
know that what they are doing is a vital 
factor in selling and who glory in their shar 
in 4st. 

Many years ago a poet named Milton- 
whose blind eyes saw with a clarity denied 
to most of us—said: “Arise, awake—or bi 
forever fallen!” It is a fitting slogan for 
the display profession to adopt today. 
Gebhart To Supervise 
Engel Decoration 

Jane Engel, president of Jane Engel, Inc., 
specialty dress shop, announces the signing 
of a lease for 10,400 square feet of addi- 
tional space at Madison avenue and 79th 
street, New York City. This space com- 
prises the basement, first floor and penthouse 
formerly occupied by Montparnasse, and ad 
joining the present Jane Engel store. 

Plans are being completed for redecorat- 
ing the entire store with special attention 
being given to an enlarged evening dress 
room and to a new Bridal shop. Interior 
decoration will be under the supervision of 
Edgar K. Gebhart, display director. 


Strobridge Leaves 
For Army Duty 


James G. Strobridge, vice-president, Stro- 
bridge Lithographing Company, New York 
City, has received a leave of absence and 
reported to the Engineer reproduction plant, 
The Army War college, Washington, on 
July 14. Strobridge is a major in the Engi- 
neer Reserve Corps and has been called to 
active duty with the basic map-making plant 
of the army. 


Opens Display Firm 
In New York 

Rosomax Campbell has opened headquar- 
ters at 45 East 49th street, New York City, 
for the design and completion of merchan- 
dising and art display backgrounds, focusing 
principally on work for department. stores 
and higher grade specialty stores. W. H 
3rackett has been appointed as a member 
of the staff to place and supervise the in 
stallation of these displays. 








DISPLAY MANAGER 


Fully experienced active man, desires position 


with department or chain specialty store. Un- 
derstands presentation of fashions, merchandise, 
etc., for windows and interior. Salary mod 
erate. References given. Address 


“MODERN,” care DISPLAY WORLD 
175 Fifth Ave. New York City 








REPRESENTATIVES WANTED FOR 


LUCITE and PLEXIGLAS 


Shoe Fixtures, Plastic Card Holders, and Plas 
tic Optical Displays. Any of these lines offers 
an excellent opportunity for additional income 
Write to TRANSPOSTER SERVICE, 21 Follen 
St., Boston, Mass. 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common_ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 











Displayman Wanted in a medium size depart 
ment store located 65 miles from New York City 
The young man must have initiative, enthus! 
asm and know how to handle merchandise proj 
erly. One anxious for success under favorable 
conditions, possessing leadership and executiv¢ 
ability. Give full details and photographs ot 
work in first letter. Address “BOX 551,’ Mid- 
dletown, N. Y. 























WANT ADS—Of all kinds, eligible for the Opportunity Exchange. Only $2.00 per inch. 


cash with order. 


August forms close August 10. 
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Question: Can you please tell me about 
what percentage of merchandise is bought 


through the sense of sight ?—Topeka. 

Answer: It is estimated that 87 per cent 
of all merchandise is bought through the 
sense of sight. Sound accounts for 7 per 
cent, smell 34% per cent, touch 1% per cent, 
and taste 1 per cent. 

Question: What is the best medium for 
reducing rubber cement 7—Manchester, N. H. 

Answer: Carbon bisulphide is ordinarily 
used for this purpose; however, it has an 
obnoxious odor and many prefer to use ben- 
zole instead. 

Question: We have frequent occasion to 
mount large photo blowups, but have much 
difficulty because of curling. Is there any 
way to prevent this ?—Oak Park, III. 

Answer: Use rubber cement, or paste 
paper on the reverse side of the panel on 
which the blowup is mounted in order to 
counteract the pull. 


Question: What kind of glue is the most 
practical for gluing leatherettes ?—Milwau- 
kee. 


Answer: Chipped fish glue. 


Question: Will you please tell me some 
way to make imitation ice cream for a con- 
fectionery store display 7—Kansas City, Kan. 

Answer: Make the imitation ice cream ot 
plaster of Paris, moulding it to shape and 
tinting it the proper colors. For sundaes, 
leave slight ridge to represent syrup flowing 
down the sides, painting them as desired. 


Question: How can we water-proof papier 
mache to use out of doors for a reasonable 
length of time?—New York City. 

Answer: Coat the object with shellac; or 
shellac and finish in oil or Japan colors. 

Question: In mounting two smooth wood 
surfaces together, we sometimes have diffi- 
culty in getting a firm adherence. What 
would you suggest ?—Adrian, Mich. 

Answer: Roughen the surfaces to be ad- 
hered hefore gluing. Pounding a_ stiff- 
bristled wire brush against the surfaces will 
usually be sufficient. 
Rohm & Haas Reduces 
Plexiglas Prices 

Reduction in the prices of first grade 
Plexiglas sheets and extruded rods has been 
announced by the manufacturer, Rohm & 
Haas Company, Philadelphia. The reduc- 
tion in sheet prices ranging from 15 to 25 
cents per square foot, is retroactive to May 
l. The lower rod prices went into effect 
June 1. Both price reductions were made 
possible by recent improvements in manu- 
iacturing methods and by the increased pro- 
duction the company has undertaken to keep 
pace with the demand for Plexiglas sheets 
ior nose sections, gun turrets, and similar 
ransparent sections of modern military 

lanes. 


SOISPLAY WORLS 


Cavendish Display Group 
Holds Meeting 


The annual meeting of display directors 
of Cavendish stores was held this year dur- 
ing the Chicago convention of the Inter- 
national Association of Display Men. In 
addition to Tra Chambers, J. B. Ivey & 
Co., Charlotte, N. C., 
following attended: 

Mrs. Dace Killingsworth, Denver Dry 
Goods Company, Denver; John Erb, William 
Hengerer Company, Buffalo; T. M. Solo- 
mon, A. Harris & Co., Dallas; J. E. Berton- 
iere, D. H. Holmes Company, New Orleans; 
W. Arthur Gray, Lansburgh & Brother, 
Washington; C. W. Davis, O'Connor, Mof- 
fatt & Co. San Francisco; E. Wussow, 
Schuster’s, Milwaukee; James Powers, Pow- 
ers Dry Goods Company, Minneapolis; Mrs. 


who was chairman, the 


Grace Everest, Scruggs, Vandervoort & Bar- 
ney, St. Louis; M. F. Hershey, Stewart Dry 
Goods Company, Louisville; A. L. Bixby, 
Wolf & Dessauer Company, Fort Wayne; 
M. L. Black, Strouss-Hirshberg Company, 
Youngstown; Everett W. Quintrell, Elder & 
Johnston Company, Dayton; G. W. Mac- 
Donald, Cavendish Trading Corporation. 


Display Ideas Presented 
In Double-Feature Guide 

Seventy sketches, suggesting a great va- 
riety of new treatments for merchandise and 
other displays, are shown in the Sherman 
“Double-Feature Guide,” just off the press. 
Subjects include windows, interior back- 
grounds and floor displays adaptable to 
many different uses. 

Presenting a wide range of new and sea- 
sonal materials for display use, the new 
“Guide” has been developed as two sep- 
arate books, one for fall use, the other for 
winter and Christmas. The complete set is 
available without charge from Sherman 
Paper Products Corporation, Newton Upper 


Falls, Mass. 


Stensgaard Issues 


"Convention Tabloid" 

W. L. Stensgaard & Associates, Inc., 346 
North Justine avenue, Chicago, finished off 
an elaborate showing at the International 
Association of Display Men convention by 
issuing an eight-page “tabloid” composed 
of dozens of candid camera shots of dele- 
gates. Copies have been mailed to all those 
who registered at the Stensgaard plant, but 
others are available on request. 








COMING UP! 


Summer Session Bridge Champion- 
ships—August 3-9. 

National Aviation Day—August 19. 

National Air Races, Cleveland—Au- 
gust 30-September 1. 

Labor Day—September 1. 

National Felt Hat Day—September 13. 

National Retail Demonstration—Sep- 
tember 15-19. 

Constitution Week—September 15-20. 

Constitution Day—September 17. 

National Dog Week—September 21-27, 

Better Parenthood Week—September 
22-28. 

Silk Parade—September 22-27. 

Autumn Begins—September 23. 
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JOBBERS! 


Important 


NEW 
LINES 


in Ladies’ 
Men's, Chil 


dren's man 





nequins and 
forms. High 
quality Cel 
lustra wigs 
in latest 
coifteur fash 
ions. We of 
fer style and 
durability at 


lowest prices 


Write for 
photos 


DISPLAY MANNEQUIN, Inc. 
257 WEST 17th ST., NEW YORK 














Custom PLASTIC 
FABRICATORS 


SHEETS, RODS AND TUBES 
Ks es 

THE SPECIAL REQUIREMENTS 

OF DISPLAY BUILDERS 


an J offering 


ECONOMICAL AND COMPLETE 

FACILITIES FOR PRINTING 

FORMING, DIE CUTTING 

STAMPING AND EMBOSSING 
« 


our ingutries are Sialdileal 








GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproof. 

When you visit New York be sure to see our 
New York display. 
If Your Jobber Does Not Handle 
GLASS SILK Order Direct... 


Manufactured by FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
New York Representative: 7 E. 42nd St., New York 





THAYER & CHANDLER AIRBRUSH 


for the particular artist 


Send for Cata/og §2 


THAYER & CHANDLER 
910 W.VAN BUREN ST., CHICAGQO.ILL 























The 







which 





























Firm 







Street 


City 











Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


DISPLAY WORLD Service Bureau will 


be glad to supply the latest authentic informa- 
tion about anything in the display line in 


you are interested. If you do not find 


your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
| Sale Banners 
Socks—Window 

Show Cards 

Show Card Colors 

[) Show Cases 

Show Case Lighting 
Oo Signs—Card Holders 
[) Signs—Brass—Bronze 
C1) Signs—Electric 

[} Sleeve Forms 

Stencil Outfits 

Stock Posters 

Store Designing 
Store Fronts 

Tackers 

Time Switches 
Turntables 

[] Valances 

() Wall Board 

C) Wi 


gs 
() Window Lighting 
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() Do you wish a copy of their catalogue? 
[) Do you plan to remodel your store soon? 
{) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Display Manager 


State 














DISPLAY WORLD 
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JULY, 1916 

The following men were display managers 
for their respective stores: H. H. Tarrasch, 
F. & R. Lazarus Company, Columbus: Sam 
Friedman, Blach’s, Birmingham; E. M. Mc- 
Cartney, Joseph Horne Company, Pitts- 
burgh; C. W. Mack, Crowley-Milner Com- 
pany, Detroit; Joseph A. Kelly, Fraser's, 
Brockton, Mass.; C. R. Morgenthaler, New- 
man’s, Joplin, Mo.; C. E. Green, H. Liebes & 
Co., San Francisco; L. A. McMullen, East- 
ern Outfitting Company, Portland, Ore.; 
Thom ‘Allan, Phelps-Dodge Mercantile Com- 
pany, Douglas, Ariz.; Harry C. Gritzan, 
Henry Wessel Company, Baltimore; Harry 
Heim, Marston Company, San Diego; George 
J. Mellert, Fries & Schuele Company, Cleve- 
land; Walter Zemitszch, Famous-Barr Com- 
pany, St. Louis; W. H. Hinks, John W. 
Thomas & Co., Minneapolis. 


JULY, 1931 

L. J. Dwiggins resigned as display man- 
ager for the H. P. W. Stores, Chicago. 

P. S. Williams, for twenty years display 
manager for Scruggs, Vandervoort & Bar- 
ney, St. Louis, resigned his position. 

The financial report of the thirty-fourth 
annual convention of the International Asso- 
ciation of Display Men showed a net profit 
of $2,262.12. 

These men were in charge of display for 
their stores: J. H. Everetts, M. L. Parker 
Company, Davenport; Rudolph Colonna, J. 
R. Homer Company, Wilkes-Barre; Frank 
Marx, Harry S. Manchester, Inc., Madison, 
Wis.; E. J. Berg, Nugent’s, St. Louis; W. 
L. Smith, Goldberg & Joseph, McAlester, 
Okla.; Richard Wallace, Lord & Taylor, 
New York City; J. L. Dexter, Hartley’s, 
Fairmont, W. Va.: Floyd Tucker, Living- 
ston Brothers, Seattle. 


Sherman Gives Breakfast 
To Its Distributors 


On Tuesday morning, June 24, in the Grey 
room of the Hotel Sherman, Chicago, the 
Sherman Paper Products Corporation, New- 
ton Upper Falls, Mass., tendered a breakfast 
to its distributors at the International Asso- 
ciation of Display Men convention. More 
than thirty were present. E. W. Pitt, gen- 
eral sales manager, who was in charge of 
the meeting, outlined the company’s pro- 
motion plans for its products. In attendance 
also was L. Sutliffe, general manager of 
Sherman, and Sam Houston, vice-president, 
W. L. Stensgaard & Associates, Inc., Chi- 
cago, whose organization designed the “Dis- 
play Wagon,” a modernized store selling 
unit for Sherman specialties and_ related 
products. N. Silverblatt, manager, DIS- 
PLAY WORLD, was also present as an 
invited guest. 


Sherman Joins 
Renaults' 

Charles Sherman, formerly with Carson's, 
New York City, has become display manager 
for Renaults’, of Newark and East Orange. 
New Jersey. 
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